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ADVERTISER'S WEEKLY 


ALL 
ADVERTISEMENT 
SPACE 


SOLD | OUT 
AUGUST... 


Timing of ads 
and handouts 


Sim,—As a journalist turned 
P.R.O., I was interested to read 
Mr. Hirst’s article “Preparing to 
Launch a New Product” et 
17) and, in particular, the section 
in which he deals with public 
relations. 

As his advice is of a general 
nature, there are two points 
which are fundamentally against 
good public relations: 

Stipulation of a Release Date: 
It is not wise to do this unless 
a very important matter is con- 
cerned such as a development of 
a new plane, the launching of a 
new car or couture collections. 
The press are constantly having 
to watch release dates on official 
announcements and they do not 
look kindly upon embargoes so 


THIS WEEK 
How to unch | 
"hen ps al» ao =e 
NEXT WEEK 
Franchise —_advertising—oppor- 


tunity for British exporters in the 
United States 


far as commercial products are 
concerned, Such a request must, 
therefore, be made with extreme 
caution and editors will respect 
it if they consider it justified. 
It is up to the P.R.O, to issue 
his statement at such a time 
when publication will be of best 
value to his company. 

There are two opinions on the 
desirability of linking editorial 
announcements and advertise- 
ments in one and the same issue. 
From the journalist’s point of 
view, the news should come first 
and the advertisements should 
follow even if there is only a 
one-day break between the two. 
By coinciding the two announce- 
ments, the paper is robbed of its 
news a and it might even 
appear as though a quid pro quo 
attitude had been taken. If the 


To The Editor.. 


story doesn’t make news, it 
doesn't go in and, if it is pub- 
lished, it should be allowed to 
shine on its own. From the 
manufacturer’s point of view it 
is also better to have interest 
kept alive in two consecutive 
issues, first by an editorial refer- 
ence and then an advertisement. 
Request for Editorial Cuttings: 
This is an imposition. Editorial 
information is sent out in the 
hope that it will be useful and 
it is the P.R.O,’s job to find out 
himself whether it has been used 
or not. To ask for a cutting 
before he even knows whether 
the information is likely to be 
used is most annoying to the 
press. Many papers and/or ad- 
vertisement managers of technical 
and trade publications as well as 
women’s magazines, do in any 
case supply a voucher copy or 
cutting, but this should always 
be treated as an act of grace. 
Leta Dansury. 
Press Relations Officer, 
Osborne-Peacock Co. Ltd. 


The rate for the 
PR job 
Sirn,—May I ask Eric Williams 
(June 17) why public relations 
“must be ied out economi- 
cally”? If he is saying that lack 
of money makes an approach to 
the public a difficulty then surel 
is, in essence, agreeing wi 
me and is only offering an excuse 
why some P.R.O.s don’t do so. 


ere are many case histories - 


to prove that in the past this 
economically operated public 
relations for sections of the pub- 
lic, gave the general public a 
completely false impression of 
several industries, and placed 
those industries in danger of 
nationalisation. 

If, as Mr. Williams writes, it 
is “nearly always” true that the 
public cannot treated as an 
entity then he must admit that 
poe are occasions when it can 


This is not a red herring, but 
why does the Institute of Public 
Relations have an honorary 
press officer? Isn't one of the 
aims of the Institute to raise 
the economic status of its mem- 
bers? It will never achieve that 
worthy objective by hon. appoint- 
ments, What would happen if 
industry as a whole adopted a 

licy of hon. press officers? 
There would be no need for the 
Institute, 


JOHN MurpPny. 
12 Kingly Street, W.1. 


When corn is 
golden 


Six,—Copytaster inspires me 
to suggest a more intensive attack 
on corn in advertising, both 
verbal and visual corn. 

Before tilting at our corn wind- 
mills, let us not confuse poor 


quality corn with rich, ripe, 
golden corn such as cinema 
shorts which (I assume) are 
actually intended to extract a 


groan from the most moronic 
audience. 

Here are four “ears” for a 
start; 

1. The face-at-an-angle, 
sideways glance. 
Patent medicines, 
“personal” products, women’s 
hair preparations and forth- 
coming serials in dailies and 
weeklies. 

2. The Mr. Citizen type. 
Application: Insurance, “sen- 
sible” shoes, men’s tailoring. 

3. The popping eyes and 
mouth-splitting smile with a 
solid, white wall of tooth. 
Application: Jolly foodstuffs and 
sweets and products for house- 
wives. (What other wives are 
there these days?) , 

4. The words “Twice as... .” 
(Twice as good, quick, white, 
black or long as what?) Appli- 
cation: Detergents. 

Can your readers add to these? 

BERNARD B. Sykes. 
Public Relations Officer, 
British Road Federation. 


with 
Application : 
odour-killers, 


No complaints about 
the ad clocks 


Sir,—It is to be hoped that 
no one will be led astray by 
the remarks about clock adver- 
tisements by Ald. Matthews at 
Southampton as reported in your 
issue of June 10. 

For many years we have 
carried out careful investigation 
and observations on behalf of 
our clients, General Signal and 
Time Systems Ltd., amongst 
traders, the public and local 
officials, and have boen unable 
to unearth any serious dissatis- 
faction. 

Not one dealer known to us has 
had the clock removed once it 
has been installed. The clocks 
being electrically controlled keep 

rfect time and many people 

ve developed the habit of set- 
ting their watches by them. In 
hundreds of cases (if not 
thousands) retailers have been 
congratulated by their customers 


... AND 


SEPTEMBER 
TOO! 


SEE PAGE 


654 


for 
c 


giving them a “public” 

Usually there appears only the 
retailer’s name or possibly in 
addition the name of one pro- 
duct. The clocks are now 
designed by the most advanced 
designers and can when required 
be made to conform to local 
scenic or architectural conditions. 
Definitely they are not unattrac- 
tive nor do they detract from 
amenities of any scene in which 
they have a place. 
S. P. O'CONNOR. 
Teignmouth. 


The trade unions 
and works PR 


Marie Jennings, public relations 
officer for Willings, was guest 
speaker at the June meeting of 
the Process Engravers Managers’ 
Association. 

She told of her many activities 
and gave her views on the future 
of public relations. 

In discussion which followed, 
speakers said they were con- 
vinced that public relations can 
play an important part in most 
establishments. Some doubts 
were raised as to the attitude of 
trade unions. 

The annual dinner and dance 
of the Association is to be held 
at the Cumberland Hotel on 
November 5, 


Advertising built 


their business 


Announcing a move from 
Kent to larger premises in 
London, Sponcel Ltd., makers of 
Spontex sponges, state : 

“Continuous advertising and 
sales promotion—using press, 
films and window displays——have 


contributed importantly to the 
introduction of these cellulose 
sponges to an ever widening 


circle of users. To-day, the new 
and larger factory is working 24 
hours a day to supply the de- 
mand, and further extensions are 
under review.” 


~CORSETR 


Y 


& UNDERWEAR 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair, London, W.1. 


Tel.: HYD 7557/8 
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There are few 


campaigns to women 
which would not be stronger, more 


influential and more economical with 


the addition of WOMAN'S OWN. 


woman's own 
2,221,162 


AUDITED NET SALE (jULY—DEC. 1953) 


? me Pa 


wi ted 


Start Slander, Advertisement Director, George Newnes Limited, Tower House, Southamptcn ea Loniom, W4C2, Temple Bar 4368 (40 tines) 
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* THIS SINGLE INSERTION 


a 


This is the case of an advertisement in the 
RADIO TIMES, designed and placed by Glovers 
Advertising Ltd.,Incorporated Practitioners 
- in Advertising, of 30 Bouverie Street, 
London, E.C.4, on behalf of their clients 
Caperns Ltd., of Lewins Mead, Bristol, | 
SS SS eee ——eEeEeEE—EE Caperns Ltd., are an old established firm, 
| famous in their field—specialists in bird 
seeds and bird foods. 


The advertisement—an eighth page solus at 
the bottom left-hand corner of the Monday 
Evening Home Programme—offered two 
free booklets: “ Bird Notes” and “ Budge- 
rigar Notes”. This advertisement is 
reproduced herewith. It carried a coupon 
and up to the time of writing, 21,242 coupons 

have been received by the advertisers and 
/ the replies are still coming in. The cost of 


: 3 


space is £600 for the insertion, so that the 
/ cost per reply works out at 6.77d. 


hed ots \ 


Mw 


the 15th March, 1954, said: 


° s 10 's 20 as 50 


June 24, 1954 


in RADIO TIMES 


To keep pet 
birds in perfect 

health and 
brilliant plumage 
the staple food 


@ Thoroughly cleaned 
@ Free from dust 
Becouse Caperns bird seeds conform to these four 


boints they have been the first choice of pet lovers 
for over seventy years 


Caperns 


BIRD SEEDS AND FOODS 
in packets sealed against dust 


FP OO OO es aa | 
| Please send me your two FREE weer 
| “Bird Notes’ and ‘Budgerigar Notes’ 


| Carenns LTD, LEWINS MEAD, BRISTOL | | 


Mr. C. Glover, The Managing Director of Glovers Advertising Ltd., writing to us on 


“1 hardly expected Caperns to show anything like the number of replies which a 
consumer product of wide appeal would attract from the ‘Radio Times’. 

After all, the Cage Bird Community can.hardly exceed 5% of the population, and 
it is gratifying therefore that up to this morning our clients have received 16,000 
requests for their booklet (which is of interest only to owners of cage birds).” 


Writing again on the same subject on the 6th April, 1954, Mr. Glover gave 20,784 as 
- the number of replies up to the 31st March 1954 and stated: 
e 


* In view of the fact that the booklet marge was S' interest only to those keeping 


Cage Birds, | consider that the + 


The percentages of period response 
are as follows: 

Pre-peak period 2,738 12.9% 

Peak period 11,983 56.4% 

Post-peak period 6,521 30.7% 


21,242 100.0% 


were recei 


The date of the issue was Friday, March 9 1954 and ai advertisement was positioned 
on Monday, March 8th 1954. By the morning of the date of position, 2,738 replies 


On page 44 of the latest edition of “ Facts, Graphs and Figures", the average number of 
replies by the morning of the position on Monday is given as 8.25% of the total, i.e. 
1,752 replies. Yet the actual figure, 2,738, represents 12.8% of the total and is roughly 

% above the average. The peak of 5,092 occurred on the 10th March (Wednesday) 1954. 
As late as April 30, 56 replies were received. 


A single insertion in the Radio Times is a National Campaign for 9 days +-. 


RADIO TIMES 


Average Weekly Net Sale during 1953, 7,903,969 


All enquiries (0: WBAD OF ADVERTISEMENT DEPARTMENT, 8.B.C. Publications, 35, Marylebone High Street, London, W.1. 
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ADVERTISER'S WEBKLY 


IIPA CONFERENCE PLAN 


‘Behind closed 
doors’ sessions 
at Birmingham 


HE Institute of Incor- 
porated Practitioners in 
Advertising is to hold a 
three-day national conference 


at the Grand Hotel, Birming- 
ham, October 7-9. 

It will take place behind closed 
doors “so that there may be full 
and free discussion of the 
Institute’s domestic business.” 

About 400 of the Institute’s 
765 Fellows and Associates are 
expected to attend. A similar 
conference may be held every 
four years. 

Objects of the Conference are 
to promote a better understand- 
ing on the part of the Institute 
of the ways by which it can 
improve the service it renders to 
and on behalf of its members; 
to promote better understandi 
on the part of the individua 
members of the Institute of the 
work being done by the Institute 
and to outline, for discussion, its 
future plans; to provide the 
means by which individual mem- 
bers of the Institute may get to 
know one another; to encourage 
the development of the Institute 
and the extension of its influence 
in matters affecting professional 
advertising practice and the pro- 
fessional status of both corporate 
and individual members; and to 
associate with the Institute the 
development of such crafts and 
techniques related to the practice 
of advertising as will lead to the 
identification with the Institute 
of an increasingly efficient service 
to advertisers on the part of its 
members. 

Subjects for discussion will 
include the Institute’s own pub- 
lic relations; technical and 
professional developments in 
advertising practice; new and 
improved methods of instruction 
for the Institute’s examinations; 
technical advertising; the new 
category of specialist member- 
ship; and commercial television. 

The emphasis will be on full 
and free discussion. 


>’ eee: 
; ai. 
Bm 
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Happy Hubert Oughton at the top table at yesterday's 11.P.A. 
luncheon. Hubert Oughton is second from left, next to Lt.-Col. 
Wilkinson, the new president. 


‘Thank you’ presentation 
to Hubert Oughton 


At a luncheon at the Hyde 
Park Hotel yesterday (Wednes- 
day) to say thank you to Hubert 
Oughton for his three years’ 


ing Association, “a statesmanlike 
move.” 

Commission: Good progress 
has been made towards obtain- 
ing a standard 15 per cent 
commission. 

National Readership Survey: 
Oughton with a writing desk. Due to be published soon. 

Lt.-Col. Alan M. Wilkinson, Largely paid for by publishers. 
his successor as president, traced Membership: Decision to close 
the development of the Institute the door to membership without 
and related it to the work of examination and to o the 
Mr. Oughton. Institute to specialists would 

He referred to the five major have far reaching effects. 
events during Mr, Oughton’'s Television: When the full 
term of office: of commercial TV is told, it will 

Outdoor advertising: The be found that the Institute has 
establishment of a joint consulta- devoted its influence and experi- 
tive committee with the Institute ence to making the new ium 
and the British Poster Advertis- a real public service. 


VISCOUNT CAMROSE 
MEMORIAL SERVICE 


Prime Minister 
at St. Paul's 


Sir Winston and Lady Churchill 
and the Lord ayor of 
London (Sir Noel water) 
were among a huge congrega- 
tion at the memorial service 
to the late Viscount Camrose 
at St. Paul’s Cathedral yester- 
day (Wednesday). 

There were many of the greatest 
names in Fleet Street and ad- 
vertising as well as several 
hundr in humbler ranks, 
including many from the vast 
organisations which Lord 
Camrose had controlled, 

Heads of great newspapers and 
girls with shopping baskets 
stood and knelt together to 
honour the memory of the 
man whom they had known 
and revered. 

The lesson, read by The Dean of 
St. Paul's, a 
Matthews, was from Revela- 
tion 21, 3-7, containing the 
words “and he said unto me: 
write, for these words are true 
and faithful.” 

The Archdeacon of London, the 
Venerable O. H, Gibbs-Smith, 
led the prayers. The service 
included the 15th Psalm, “Lord 
who shall dwell in Thy Taber- 
nacle, or who shall rest upon 
the holy hill,” and the hymns 
were Tennyson’s “Sunset and 
evening star,” Bunyon'’s “He 
who would valiant be” and 
Cecil Spring-Rice’s “I vow to 
thee my country.” 


eat SERVICE 


A QUARTER OF 


ONLY 


A MILLION 
MONTHLY CIRCULATION AT 
11/2d. per THOUSAND! 


Reginald Harris Publications Ltd., 3 Stanhope Row, Mayfair, W.1. 
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SRE 
New evening 


for Dublin ? 


Despite a statement by an 
“Irish Press” spokesman this 
week that there is “no in- 
formation available at the 


- 


Ltd., publishers of the daily 
and a Sunday national, are 


anxious to complete their | 
family of with an 
evening. 


some time in the 1930's, but 
when it was established that 
Independent Newspapers had 
acquired prior right to the 
title in purchasing the “Free- 
man’s Journal” the paper 
ceased publication. Since that 
time the “Evening Herald” 
(published by Independent 
Newspapers id.) has con- 
sistently used the line “Incor- 
porating the ‘Evening Tele- 
graph’ ” in its title, 
advent of a new even- 

ing would bring the number 
of competing journals in | 
Dublin _ to three—the 
“Evening Herald,” “Evening | 
Mail” and the rumoured new | 
publication. It is believed 
that some announcement re- 
garding the project may be | 
| made at the annual meeting of 

Irish Press Lid., which is due | 

to take place in the near | 
| future. 


Lee = ad 
Design and display 


aid export drive 


Good design is po ony 
to retaining export markets and 
conquering new ones, V. Rotter 
told the British Display Associa- 
tion, 

He said store design had 
recently made great strides. The 
big chains and shoe multiples 


New Ronson product 


Ronson Products Lid. are to 
market an electric shaver 


were leading the way. There 
was, however, still a tremendous 
task ahead. The modernising of 
individual shops was slight. 

Of display in stores, Mr. 
Rotter said inspiration could be 
gathered if more display men 
visited Europe and America. 


50th anniversary 


To celebrate 50 years of bottling 
beer, Davenports of Birmingham 
have launched a campaign in 86 
provincial papers. Theme of the 
campaign is an explanation of their 
trade mark, the letters “C.B." 


More publicity urged 


for inventions 


The answer to the problem of getting inventions and 
results of British research more quickly into the hands of 
the British industries which should benefit from them lies in 
publicity and salesmanship of the right kind. 


This was stated by Sir 
Raymond Streat, chairman of 
Shirley Developments Ltd., at 


the company’s annual mecting 
in Manchester. 

Sir Raymond said: “A great 
deal of concern is being 
expressed in all sorts of quarters, 
and rightly, about the problem 
of getting inventions and results 
of British research into the 
hands of the British industries 
which should benefit from them. 

“From the experience so far 
of our company I believe that a 
vital part of the answer lies in 
publicity and salesmanship of the 
right kind. 

“When after years of skilful 
and laborious work the scientist 
announces an invention which 
can be of decided advantage to 
an industry, he finds it distressing 
and illogical that the potential 
customers do not immediately 
rush in a body to make use of 
it. 
“The psychologist, the social 
historian or even the experienced 
sales manager in business, would 
o- find anything surprising in 

is, 

“In this world of busy people 
of many preoccupations, prob- 
lems, pursuits and prejudices 
merely to announce something 
that is of possible benefit to a 
customer is not enough. 

“Certainly, neither the inventor 
nor his licensee will induce the 
industrialist to use the invention 
by putting the blame on him for 
failing to do so. 

“They will not solve the prob- 
lem either by hectoring or chiding 
the industrialist in public and 
complaining what a conservative 
stick-in-the-mud he must be. 

“Both the inventor and the 
manufacturing licensee must get 
down to the problem of publicity 


and  salesmanship—first they 
must be convinced beyond a 
doubt of the merits and value 
of what they want to sell; they 
must know just how it works and 
just what it can do for the custo- 
mer; they must be ready to cope 
fairly and squarely with his 
awkward questions; they must be 
in a position to deliver the goods 
within a reasonable time, right 
- to standard, and with reason- 
able after-sales service. 


“Then, they must go ahead 
doggedly, persistently and 
enthusiastically to sell.” 


Rapid distribution and good pub- 


licity . . . the first consignment 
of freight to reach London by 
the new Helicopter Highway 
was @ consignment of pressure 


cookers for Selfridges. L. to r.: 
Geoffrey G. Young (P.R.O., 
Selfridges) and J. B. Lapsley 


(P.R.O., Platers & Stampers 
Ltd. 


TV programmes. 


programme. 


appointed. 


Committee to advise ITA on ads 


A committee is to be appointed to advise the Independent 
Television Authority on standards of advertising in commercial 


A new clause in the TV Bill moved by the Assistant Postmaster- 
General, L. D. Gammans, during the report stage in the Comons 
on Monday and accepted, provides that the Authority shall 
“appoint a committee representing organisations, authorities and 
persons concerned with standards of conduct in advertising of 
goods and services (including in particular the advertising of goods 
or services for medical or surgical purposes) and give advice to 
the authority and programme contractors as to the principle to 
be followed in connection with advertisements” included in the 


Under the new clause the Authority may appoint as many 
advisory committees as it thinks fit. i 
and a committee on religious broadcasts must, however, be 


The advertising committee 


Newsagents allege short supplies: 
Protest to publishers is urged 


Resolutions objecting to the 
extensive advertising of special 
issues of magazines and then 
sending short supply to the 
retailers, and to the insertion of 
free gifts in magazines, were 


A small 
National 


by Albert Kunz (publicity manager of S. 


t of the crowd that jammed the pavement outside the Swiss 
ourist Office in the Strand, er at a television show arranged 


T.O.) to advertise the world 


‘ootball championship matches in Switzerland. Police, called to disperse 
, the crowd, ordered the set to be switched off. ss 


passed at the annual conference 
of the National Federation of 
Retail Newsagents. 

M. Blackman, of Woolwich, 
alleged that when some special 
issues were advertised retailers 
throughout the country placed 
extra orders, yet supplies were 
cut. 

The resolution urged an 
approach to the Periodical Pro- 
prietors’ Association. 

The free gifts resolution from 
the Rugby Branch requested that 

blishers be asked to cease this 
orm of promotion. It was said 
to cause difficulty in distribution 
and annoyance to those pur- 
chasers who did not receive them. 

Retiring National President 
H. A. Hatnmond opened the con- 
ference with an appeal to pub- 
lishers to consider seriously the 
Federation's request for improved 
trade terms. 

The Daily Herald printed a 
special edition for distribution to 
elegates and The Mirror- 
Pictorial Group gave a special 
reception. 
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Hulton Survey 
New Feature 


Duplicate 
readership 
assessed 


A duplication table showing 
the simple duplication in reader- 
ship of over 40 publications is a 
new feature in the 1954 “Hulton 
Readership Survey.” 

With certain exceptions it in- 
cludes ali newspapers and general 
magazines with an_ estimated 
readership of 1,000,000 or more 
and women’s magazines with an 
estimated readership of 600,000 
or more. 

The table shows, for example, 
that of the 10,550,000 readers of 
the Daily Mirror, 15.1 per cent 
also read the Daily Express, 64.2 
per cent also read the News of 
the World, 13.9 per cent also 
read Picture Post and 7.6 per 
cent also read Reader's Digest. 
Of the Daily Mirror's women 
readers, 34.6 per cent also read 
Woman, 30.7 per cent read 
Woman's Own, 5.5 per cent read 
Woman and Home, and 3.8 per 
cent read Vogue. 

The two highest readerships are 
enjoyed by the News of the 
World, with 17,520,000, and the 
Radio Times, with 17,050,000. Of 
the News of the World readers, 
41.4 per cent read the Radio 
Times; of the Radio Times 
readers, 42.5 per cent read the 
News of the World. 


Women’s journals 
The figures relating to the 
duplication of readership in 
women’s journals show that 49.1 
per cent of Woman readers also 
read Woman's Own, and that 53 


per cent of Woman's Own 
readers also read Woman, 
A drop in most aggregate 


readerships is revealed in a table 
in the section analysing reader- 
ship by type of publication. 
The following figures compare 
the aggregates of 1953 and 1954: 
national morning papers; 1953, 
37,200,000; 1954, 35,500,000. All 
morning papers : 1953, 
43,100,000; 1954, 41,200,000. 
National Sunday papers: 1953, 
68,600,000; 1954, 67,100,000. All 
Sunday papers: 74,400,000; 1954, 
73,200,000, Evening papers: 
1953, 26,900,000; 1954, 26,900,000. 
Local weekly or bi-weekly news- 


papers: 1953, 24,800,000; 1954, 
22,600,000. General weekly 
magazines: 1953, 63,400,000; 


1954, 60,700,000; general monthly 


magazines, 1953, 12,800,000; 
1954, 12,500,000. Women’s 
weekly magazines : 1953, 
23,100,000; 1954, 21,400,000. 
Women’s monthly magazines, 


1953, 12,000,000; 1954, 10,800,000. 

The Survey was produced for 
Hulton Press by the British 
Market Research Bureau Ltd., of 
which Tom Cauter is managing 
director, 


ADVERTISER'S WEEKLY 


At the civic reception during the British Poster Advertising Association's annual conference at Black- 

pool: 1, Mrs. G. C. Burton, R. J. Hunt, Mrs, A. E. Aylward, G. Dodson-Wells; 2, H. H. Mallatratt 

(secretary, B.P.A.A.) and Bernard Moss (secretary, Electrical Sign Manufacturers’ Association); 3, Mr. 

and Mrs. Aylward being received by the Mayor (Councillor Will Ogden), Mayoress, and H. Barrett 

(president, B.P.A.A.); 4, Brian Copland, Mrs. Sheldon, Basil Sheldon, Mrs. Mills, George Mills; 
5, Norman Gardner and H. G. Ellinger; 6, A. W. May, Mrs. May, Mrs. Lazelle, EB. Lazelle. 


©@ “Contact” at the Conference—see Mainly Personal, page 670 


I1-town survey questions 
retailers on media 


September, 
ormation Serv 
half of Colman, Prentis and 
Varley Ltd., to find out from 700 
retailers in 11 north of England 
cities which advertising 
think helps most to sell goods 
their shelves. 

The survey was made of five 
types of retailers where the con- 
sumer has a wide choice of 
products. They were 178 
rocers, 116 chemists, 176 con- 
ectioners, 112 ironmongers, and 
118 oil and colour men. 

The towns were Liverpool, 
Manchester, Newcastle, Barrow, 
Blackpool, Darlington, Derby, 
Halifax, Huddersfield, Oldham, 
and York. 

Retailers were asked to rank 
in order of selling effectiveness 
seven typical groups of press 
media 


According to the survey, local 
daily and evening newspapers 
were favoured by 29 per cent; 
selected national dailies by 27 
per cent; and women’s weekly 
magazines by 13 per cent. 


Selling effectiveness 

Retailers’ opinions were also 
sought about the usefulness of 
cinema slides and “outside hoard- 
ings.” 

Opinions on the value of 
cinema slides showed: very use- 
ful, 20 per cent; pretty good, 


“f - cent. 
_ Opinions on “outside hoard- 
ings” showed: very useful, 30 


per cent; pretty good, 25 per 
cent. 


This board which has been fixed to 
the wall of the N.A.B.S. Council 


Chamber records all the Named 
Pensions and Children's Welfare 
Grants which are at the disposal 
of the Society. As new pensions 
are founded, they will be added. 
The board is lettered with gold leaf. 
it was presented to the Soglety by 
two subscribers. 


Following in his 
father’s footsteps 


A new campaign for K.L.G. 
sparking plugs features art work 
by Geoffrey Fraser, the 25- 
year-old son of commercial artist 
Eric Fraser. The campaign, pre- 

red by Masius and Fergusson 

td., is using the technical and 
motoring press, Punch, Reader's 
Digest, Men Only, and will pos- 
sibly be extended to the national 
newspapers at a later date. 


Big response 
to ‘Spectator’ 
reader quiz 


A reply paid questionnaire 
pos inside 30,000 copies of the 
Spectator, May 21 issue—ex- 
pected to produce a 10 per cent 
response—has already resulted in 
6,636 replies (about 22 per cent) 
states W. D. Howell, publicity 
manager. 

In addition to questions about 
length and frequency of reader- 
ship, the reader was asked: which 
features in the journal he likes 
best; what first caused him to 
read the Spectator; how many 
other people read his copy; 
whether it is eventually sent 
overseas; whether the book re- 
views or book advertisements 
influence his book buying or 
borrowing; his foreign travel, 
hobbies, profession, public work 


if any, and ae of other 
newspapers or periodicals; and 
“any comments about the 
Spectator?” 

While it is too early to reach 
any general conclusions, says 


Mr. Howell, examination of 900 

forms received indicates that 
16.77 per cent of the copies are 

sent abroad, and that 41 per cent 

of the readers are in the habit of 
oing abroad either for holidays, 
usiness, or both, 


New pen coming 


to Britain 

Sheaffer Pens, claimed to outsell 
every other make of in the 
U.S., are to enter the British market 
“in strength,” with pens, ball points 
and pencils and Skrip writing fluid. 
Advertising will begin shortly. §S. T. 
Garland novenans Service Lid, 
have been appointed as agents. 


aes aaa " 2 q 
June 24, 1954 633 ee 
0 i ee SA | 35 a. 
Se Fer” Pele eae 
- . 4 “% . : ‘ Pot j “0 . Y ie , ; ‘ 
m1 : ¢ Pe Brey nA a *~ ’ 4 : Re * ’ 
—_—  £ \ * i aN. hee 
tee 4 ee h bs j 4 So 4 he ; k 
TE. 2 Se Bi it ao 
Crimi) 6. ome "0. Bi . 
Til re éh ae le ’ : ad 
: 3 . md . b rae * : r. 
t ’ a ; eo a) { 4 : ae 
" 4 oe z > .. e a 
7 ’ aa wos wis a ; . y 
F ee ee. * z - a ~ * . 
: = ‘ "7s a bk a © | 
| t j ‘ ; 
s 
e 
Results have been published me 
of a survey conducted during , ie 
aii sone i.e 
i bY | : af us 
CL» pai Ae. Mie! 
| . . 8 eae ; | £¥ FS. 
7 ey 4 
> vy. ees fy = 
23 ay Sa | E 
F ath ~e Pm Cae " 
a ~ Pi 
Paha : eh a 
ae - : a. : 
Po a 
- 
a a 
\ 
oy 
4 
7 


Saaiey, 


Tien 


Jacete tier eR Wade 


Snr pl apres 3. soc Mete i 


Es 


eigen 


Sy 


AOI oa 
wg 


mers 
bine oe 


ADVERTISER'S WEEKLY 
Golf 
Fleet Street 


Column Club 
tour the west 


Ten members of the Fleet Street 
Column Club golf circle, under the 
captaincy of Jack Everett, spent an 
enjoyable, successful and, at times, 
almost triumphal week in the west 
country last week. 

The tour started at Bath where 
two rounds were played. On 
Monday evening the visitors were 
entertained to dinner by the Bath 
Chronicle, Roy Helling, the paper's 
managing director and itor, 
faa a first-class host. Before 

ving Bath on Tuesday to visit 
the Cheddar Gorge and Caves, the 
party were personally conducted 
over the Pump Room and Roman 
Baths by the Spa director, J. E. 
par = me ay showed himself a 

“ i Lo 

y y were 
ye at Weston-super-Mare, where 
t git included a match against 
the Weston club, On Friday the 
party spent the final day at Bristol, 
where after golf against the Long 
Ashton club they were the guests 
of Glovers Advertising at a farewell 
dinner. 

In addition to the efforts of Jack 
Everett as captain, the success of 
the tour owe ss te Se podel 
arrangements m iffe r 
and to the work of H. Dawson 
Salmon as hon. treasurer for the 
whole party. 


Bowaters beat Odhams 


Bowaters and Odhams Press 
Golfing Societies met in a two-ball 
foursomes match at the Rochester 
and Cobham course on Saturday, 
June 12. The result was a win for 
Bowaters by 4 games to 2. 

(Rowaters names first): -— 


to A, L, Fuller and J, ° 
4 and 3; G. H, West and B, Mantle beat 
D. RB. Lioyd and C, A, Bull, 1 up; A, A. 
Goodwiilie and J, O'Regan lost to L. 


. Colvin and N, 
beat M, Ives and W, LeClerq, 4 and 3, 


ADVERTISING 
DIARY 
25 


Friday, June 
Barrisn§=60(DisPtLay ASSOCIATION 
meeting. Sub) “Sales Promotion 
and the Retail Purnisher,”” L.C.c. 
College for the Distributive Trades, 
Charing Cross Road, W.C.2. 7 


Press representatives beat the advertising agents by 68 shots to 40 in the annual bowls match for the “ Belfast 


News-Letter” trophy at Parsons Green B.C., London. 


Ernest Metcalfe, London manager of the “Belfast 


News-Letter,”” took the chair at a luncheon preceding the match and later presented the ot ig | to the winners. 
the 


F. Bannister, of Masius & Fergusson captained the agents, and Albert Farr, of “Psychology,” 


representatives. 


Club News 


Aldwych honours 
Walmsley 


- B. Walmsley, director and 
vertisement manager, Sunda 
Graphic, has been elected 4 
honorary member of the Aldwych 
Club in recognition of his many 
ears’ service to the club, During 
is three years’ period as the Club's 
steward for N.A.B.S. he averaged 
£900 a year. Only about a dozen 
people have been elected to honor- 

membership in the whole of the 

ub’s existence. 


New members for 


two clubs 


Eight new members of the Pub- 
licity Club of Ireland were elected 
at a council meeting held in Dublin. 

They were: J. M, Feehan, man- 
opne director, Mercier Press, Cork; 

eine Petrie, managing director, 
Modern Display Artists, Dublin; 
W. Kearns, director, Spicers (Ire- 
land) Ltd.; Rex Roberts, Advertis- 
ing Photographic Studios; P. 
Gillespie, Irish representative of 
Advertising Novelties Ltd., London; 
H. W. English, director of Irish 
Raleigh Cycle Co.; James Mans- 
field, general secretary of the Retail 
Grocers and Allied Traders Asso- 
ciation, Dublin, and Miss Eithne 
McBrien, of O'Kennedy-Brindley, 
Ltd., Dublin. 

* * * 


New members of the Manchester 
Association include George 
Hopkins, a director of the Circular 
Addressing Co., Charles Mesling, a 
director of Wilson Advertising Ltd., 
Alan J, Marsland, production man- 
ages of Bayard Publicity Ltd., and 
rles Brooks. 


The committee of the Publicity Club of London, after their election at 


ine cluds 


meeting. 


men on Whitby ‘Wayzgoose’ 


The annual “Wayzgoose’ of the 
“Whitby Gazette” at Sneaton, near 
Whitby, on Saturday, was a special 
occasion this year as the paper 
celebrates its centenary on July 2. 
The staff competed in light-hearted 
games for the “Cowley Trophy” 
and during the evening the toast of 
the paper 

Danks 4, 
| i A orne, chairman of the 
“Whitby Gazette’ and great-great- 
grandson of the founder, replied. 
Many advertising men were among 
the guests of the staff. The picture 


ee en 


shows (left to ht): (back row) 
Vincent Kidd (Kidd's Advertisin 
Ltd., Middlesbrough), Wm. Russell 
(Service Advertising Ltd.), Keith 
Taylor (now Coast Lines, but to 
join G. Jackson (Fleet Street) Lid. 
in the autumn), T. Wilkinson (C. 
Mitchell & Co.); (centre row) 
George Jackson (London represen- 
tative of the “Whitby Gazette’’), J. 
Barnett (G. S. Royds), T. Danks 
(Chas. Barker & Co.); (front row) 
L. A. O'Farrell (Rumble, Crowther 
& Nicholas Ltd.) and Gordon 
Procter (A. Pemberton Ltd.). 


Regent 


All aboard the 


Show Boat 

The Regent Advertising Club's 
Show Boat will sail from Charin 
Cross Pier at 6.30 p.m. on July 
Members will be entertained by 
dancing to two bands, a bar, 5) 
prizes, and a surprise item. A few 
tickets are available to non-members 
of the club at 10s. 6d. 

Other outings planned for the 
club are a trip to the Silverstone 
Grand Prix, several parties, a tennis 
tournament, and a number 
“jaunts to haunts,” starting with 
a visit to the Tower of 
to see the Ceremony of the K 
An international evening is also 
being considered. 


Hull 


An actor speaks 
The Hull Publicity Club heard a 
k by Ward uli 
Salburg Players, on the theatre 
the life of an actor. 


Regina Studios (Signs and Displays) 
Léa. to Strand on the Green Works, 66 
Waldeck Road, Chiswick, W4. 

Stowe & Bowden Lid. to 169 Piccadilly, 
London, W.1. 

C.P.¥, Htallana to Piazza degli Affari 


3, Milano, Italy. 

International Representation of Adver- 
tising Media Ltd, 40-42 William IV 
Street, Trafalgar Square, London, W.C.2. 


to 21 Connaught Street, W.2. 
Sen Advertising Lid. w  Earisfori 
Mansions, Earisfort Terrace, 
R. Talmadge, 


H. 


Oxford Steet, London, W.1. 
Advertising, publicity and exhibition 
design departments of Wilmot Breeden 
Ltd. to 13-14 Oxford Street, Birmingham, 5. 
Maxwell Nicholls & Partners (Glasgow 
rr ed to 78 St. Vincent Street, Glasgow. 
C.2, 


Gordon Advertising Lid. (London 
office) to Premier House, 48 Dover 
Street, London, W.1. 

Publications (Ow. 5 
to Furnival House, 14/18 High Holborn, 


London, W.C 
W. Hopwood & Co. Ltd. (Glasgow 
office), to 13 Bath Street, Glasgow, C.2, 
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SELF-SERVICE STORE DEVELOPMENTS 


Forty per cent more 
display space 


There is no resale price maintenance on branded groceries 
in American self-service stores, Godfrey M. Lebhar, editor- 
in-chief of “Chain Store Age,” of New York, told the 


Self-Service Development Association on Tuesday. This, 
he claimed, gives the American store much greater 


merchandising flexibility. 

Another development described 
by Mr. Lebhar was the rapid 
growth of self-service in “variety 
stores” (ie. be mange yo 
stores). At the beginning of last 
year, Woolworth converted three 
of their stores to self-service; by 
the end of the year they had 91 
in operation. 

To-day, self-service grocery 
stores were found all over the 
U.S. and, although still in a 
minority, accounted for probabl 
80 per cent of the sales of all 
grocery products. In the grocery 
trade, although price maintenance 
was legally available to manufac- 
turers if they wished, the fact 
was that they did not wish. But 
the grocer usually handled a 
number of drug products or 
toiletries, and for these he rigidly 
respected the established mini- 
mum resale price, just as did the 
druggist or variety store which 
also carried them. 

Mr. Lebhar’s own personal 
view, after long observation of 
the lengths to which unrestricted 
price-cutting might go, was that 


Testing home use 


some regulation of nationally ad- 
vertised, branded products was 
desirable. Regulated competition 
was better than unregulated com- 
petition. 
The advantages which variety 
stores derived from self-service 
hel to solve some special 
problems. In recent years variety 
stores carried many more lines 
than they did 15 or 20 years ago 
when their price limits were con- 
siderably lower, but the majority 
were no bigger than they were 
when the so-called five-and-ten 
cent store handled only items 
which could be sold at such 
prices. As the price limits were 
successively raised, the range of 
oods available expanded accord- 
y. How to display the added 
lines adequately with no more 
counter space available than be- 
fore thus presented a major 
problem. Then came along some 
merchandising genius who 
decided that the whole problem 


could be solved by scrapping the 
traditional variety store layout, 
and putting the counters back-to- 
back, with the sales girl out in 
the aisle. The space gained by 
the new arrangement could be 
used partly for additional 
counters and partly to provide 
wider aisles. 

When the first conversion was 
made along these lines, the 
resulting gain amounted to no 
less than an additional 40 per 
cent of display space at no extra 
cost. From this first step towards 
self-service, the installation of 
front check-out counters, with all 
cash being handled at that point 
instead of individual counters, 
was a natural development, and 
brought with it a great many 
substantial benefits in addition to 
the extra display space, important 
as that was. 


2,200 store survey 

The self-service findings of the 
Ben Franklin Stores, a voluntary 
chain comprising nearly 2,200 
stores, could be summarised as 
follows: It provided 40 per cent 
more display space for broader 
assortments and deeper stocks of 
the fast-moving items. The 
average sale went up frequently 
to more than double that ob- 
tained in traditional stores. 
Selling cost went down because 
fewer but better girls were used, 
and the payroll ratio to sales 
went down use of the sub- 
stantial increase in sales. Net 
profit increased by about one- 
third. The personnel problem 
was greatly alleviated; if sales 
assistants failed to show up for 
any reason, the show be 7 go 
on just the same. Increased 
“shrinkage” was not an important 
factor. Customers liked self- 
service because they could 
browse and buy nothing, or could 
buy all over the store and be 
gone in half the time it would 
take if they had to complete the 
transaction at every counter. 
With 1,068 Ben Franklin self- 
service stores in operation, not 
one of their operators had re- 
gretted the move. On the con- 
trary, they were all unreservedly 
enthusiastic about it. 

“The indications clearly are 
that before many more years 
have passed, 100 per cent seif- 
service with front check-out 
counters, will be as coramon in 
our variety stores and our drug 
stores as it already is in our 
grocery stores,” anid Mr. Lebhar. 


A party of 36 members and their 
guests of the Sheffield and 
Manchester branches of the 
Incorporated Advertising 
Managers’ Association visited 
the Thornclifie Works of 
Newton, Chambers & Com- 
pany Ltd. 

In the party were: W. Robert- 
shaw (chairman, Manchester), 
L. V. Warlow (programme 
chairman, Manchester), E. G. 
Roberts (hon. secretary, Man- 
chester), J. E. Ortton (chairman, 
Sheffield). 
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The party was welcomed by 
R. F. A. Sampson, general 
sales manager of the chemicals 
division, who stressed the 
responsibility laid — adver- 
tising managers in helping 
obtain the orders on which the 
prosperity of any industrial 
concern and the livelihood of 
the workpeople and their 
families depended. 


The visitors saw the permanent 
works exhibition inspected 
many sections of the under- 
taking. 


Reader excursion to TT races 
publicises ‘Motor Cycling’ 


Temple Press organised a trip 
for 2,000 readers of Motor 
Cycling to the Isle of Man to see 
the Senior T.T. on Friday. The 
trip has been an annual event 
for over 20 years—except during 
the war—and is the largest reader 
excursion held by any publishing 
house in the country. 

Two trains left London on 
Thursday evening and three from 
the provinces, covering Birming- 
ham, Coventry, Wolverhampton, 
Leicester, Nottingham, Derby, 
Sheffield, Leeds, Bradford and 
Manchester. 

All the trains carried Motor 
Cycling streamers along the 
carriage roofs with the Motor 
Cycling motif on the front of 
each locomotive. A_ specially 
chartered steamer for the sea 
crossing carried an illuminated 
Motor Cycling sign. 

Readers from London were 
provided with dinner on both 
the outward and return journeys, 
In the provinces—where res- 
taurant cars could not be pro- 
vided—meal boxes were sup- 
eee. Breakfast in the Isle of 

an was also included in fares, 
the highest of which was £3 18s. 
from London. 

Every tripper was given a 
Motor Cycling badge and a 
pamphlet giving advice on how 
and where to see the T.T. The 


travel arrangements were 
eaeed by Thos. Cook & Sons 
Ltd. 


‘Motor Cycle’ wins 
publisher's. TT 


A new private aircraft 
“The Motor 
(Associated Dliffe Press) break 


Early in the afternoon of 
Monday, June 14, the aircraft 
left the Island with 

phs and copy the 
nternational Junior and 
Lightweight T.T. events for 
overnight printing in London, 

At 6.50 a.m, on Tuesday— 
less than 16 hours after the 
winner of the Lightweight 
Race had been photographed 
— aircraft was back in the 
sland unloading a 140-page 
Special Air Edition. 

Minutes ahead of the 
national dailies, they claim, 


EASTBOURNE POSTERS AGREEMENT 


Willing and Co., Ltd, have arranged with Eastbourne Town 
Council to re-design the layout of their poster sites in the town. 
This entails the removal of two sites as soon as possible, the tem- 
porary improvement and removal within two years of 13 other sites, 
and the permanent improvement of the other 09. 


The borough planning Committee have agreed in principle to the 
advertisements 


scheme, but retain the right to challenge any of the 


involved. 
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Three more for 


Nicholson 


Ww. 5. F who has directed 
Sanforised promotion for 
the past Py a ng has joined 
Legget Nicholson & Partners Ltd. 
as a field research worker and head 
of the agency's store promotion 
department. He was with National 
Trade Press for several years and 
has also been with Colman, Prentis 
& Varley Lid, 

The agency has also appointed 
two new account executives—R. 
Roberts, who since 1950 has been 
with F, C. Pritchard, Wood & 
Partners Ls. Ro lan 


*. ie 
ho joins from 
teas tid." 

. * 


The eed Thomas Co., Ltd 
have appointed John Astro meee 0s Sy lay- 
out executive and Fiona W 
as copywriter. Mr. Astrop joins 
from Stillwell Darby, where 
worked for four years on layout 
and = design. Miss Whitcombe 
was previously on the export sales 
promotion staff of lock & 
Anderson. 

- - oo 
Duncan M. Carson has been ap- 
inted advertisement manager of 
orks Management, He was 

provienty assistant London man- 
ager of Shipbuilder Press Ltd., pub- 
lishers of The Ship and Marine 
Engine-Builder, 

a - - 

Pictures in the Sunday Pictorial 
and The People of the finish of the 
Daily Express ‘Round oe 
cycle race showed D, D. McLach- 
lan, we? of publicity, Hercules 
ge EO pred Co., Lid., and 
ibbs, associate director 

of Reid” Walkes Advertising Ltd., 
| Dave Bedwell who won the 


Photographed by Waterloo main 
bookstall where ‘Newsweek’ had a 
special display are (left) Malcolm 
Muir, president of the magazine 
and chairman of the editorial d, 
who is on an annual visit from the 
United States to Europe, and W. 5. 
Hoyles, manager of the bookstall. 


Rawdon Binns, former advertise- 
ment manager Times of India, 
Bombay, has joined Pearl & Dean 
(Overseas) Ltd., as special repre- 
sentative to stimulate cinema screen 
advertising in the export markets. 
Mr. Binns was advertisement man- 
ager with the Birkenhead Advertiser 
for 11 years prior to going to India. 

a. 

Albert E. Roraback, Jr., who for 
the past four years has been on the 
London advertising sales staff of 
Time, returns to the United States 
next month, where he will join the 
advertising ‘sales department of the 
magazine in New York. His place 
in London will be taken by 
Webster E. McLeod, Jr., who joined 
Time from the advertisi sales 
staff of the Wall Street Journal. 
He has also had ‘tnd Wah 
with Cunningham and 

* 


George R. nein who has 
been with George Newnes Ltd. 
(Manchester office) and the Amal- 
gamated Press Ltd. (Manchester 
and London), has joined the staff 
of the oldest Manx newspaper, 
Mona's Herald. 


On Heighway board 


M. Leigh is joining the 
boards of Arthur J. Heighway 
Publications Ltd. and Piscatorial 
Press Ltd. as business director as 
from August 1. His function will 
be to develop Fish Selling, the new 
controlled circulation paper which 
covers the 17,000 fishmongers and 
wholesale merchants in t U.K. 

Mr. Leigh was founder advertise- 
ment manager of Store, subse- 
quent! ening Blandford Publica- 
tons to + oy Fish Industry. 

. Speight, who has been adver- 
earned manager of Fishing News 
in its new format for the past year, 
will contane in that post. 
— * 
The knighthood of the Legion of 
ono s conferred on 
Erskine Orr, managing direc- 
=, i manager and editor of 
the Greenock Tele ~¥~t- the cere- 
mony being carried out Emile 
Servan Schreiber, the Para news- 
per proprietor, who is mayor of 
eulettes, Normandy. For the last 
10 years the Greenock Tomess 
has paid the expenses o 
Scottish — = under an 
exchange scheme, da fortnight 
each =. with Veu ttes aameee. 


Patricia, M one of the 
younger members of Willing & 
Company Ltd., played for Middle- 
sex in the ‘county ‘olf match 
against Kent, winning 2 in the 
ladies’ foursomes and 4—3 in the 
ladies’ singles. At 19 she is the 
oungest member of the Ist 

iddlesex Ladies’ Golf team 
a promising entrant in the forth 
coming British Ladies’ Golf 
Championship. 


E. M. Leigh 


Kemsley reorganise 


financial department 


A reorganisation of the financial 
advertisement department is an- 
nounced from Kemsley House, 
London. The group is to 
divided into three sections, repre- 
sented respectively by R. H. Ward, 
who will shortly join the company 
from the financial advertisement 
representation of The Scotsman, 
and the two existing Kemsley 
financial advertisement representa- 
tives, W. A. Gould and W. Gordon 
Johnson. Mr. Ward will be res- 
+> for the co-ordination of 

the department. 
* * * 


Voice & Vision Ltd. have ap- 
pointed V. E. Hughes as account 
executive. Mr. Hughes has spent 
over eight years specialising in 
technical public relations, particu- 
larly electronics. 

— * . 
John Benington Ltd. as art director 
and art buyer. He has been with 
the creative department of Alfred 
Pemberton Ltd. and Osborne- 
Peacock Ltd. 

- * * 

Earl Eagling Publicity Ltd. have 
opened a branch office at Luton. 
In charge is D. J. Ireland, who has 
worked successively with G. S. 
Royds, Yardley, Murray Watson 
a as advertising manager 0 
Murphy Chemical Company. 

* * 

Denys Hamilton has been ap- 

inted editor of Municipal 
ngineering. 

* * * 

Will Kitchen, newspaper repre- 
sentative, has undergone a_success- 
ful operation in Surbiton Hospital. 
He is expected to be away from 
work for about three weeks. 

* oe a 

Alan Arnold has been appointed 

blicity director for the Warwick 

‘ilms’ Technicolor production for 
Columbia Pictures, “A Prize of 
Gold.” 

* * 

Morris Linden has been appointed 
Scottish editor of the Daily Herald. 
9 * * 

Bluck, sales director of 
2 Cond Ltd., printers, Birming- 
ham, has been appointed vice- 
chairman of the company. He has 
been with the company for over 
%6 years. 


Garnet H. the new trade 
commissioner of t British West 
Indies, was entertained by Colin 
Turner (London) Lid. last week at 
a party to meet advertising agencies 
and advertisers interested in the 

Left to right: Colin 
Turner, F. Lavers, president of the 

Press Club, and Garnet Gordon, 


w. W of Remploy Ltd. 
receives gt award certifi- 
cate a. tT. Master 
Cutler, at sheffield. The award was 
for a pack for an electric product, 
entered in the Advertising, Display 

ackaging Exhibition organised 

by the Master Cutler. 

* * * 


Peter Smith has joined Graham 
& Gillies Ltd. as a senior account 
executive. Since the war, he has 
worked as technical sales representa- 
tive with High Duty Alloys Ltd., 
— joined Pictorial Publicity in 


Master Art Ltd. 


Master Art Ltd. state that S. R. 
Cutts is still a director of the com- 

ny and that the statement issued 

t week was based on a misunder- 
standing. 
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DAILY DISPATCH 


The Essential Paper for North West England 


73% SOLUS READERSHIP 


The Kemsley Report on Newspaper Readership in 
the North of England* (which covers the reading of 
Sunday, morning and evening papers) shows that 
the Daily Dispatch has the highest solus readership, 
73°, of any morning paper in the North West. This 
amounts to no less than 600,000 of its approximately 
820,000 readers — the market you gain when you 
include the Daily Dispatch on your schedule. 


SECOND HIGHEST READERSHIP 
OF ANY MORNING PAPER 


94°, of the North of England readership of the 
Daily Dispatch is in the rich, closely populated 
North Western Region — Lancashire and Cheshire. 
The Kemsley Report reveals that the Daily Dispatch 
has the second highest readership of any morning 
paper in the area. This represents an immense 
market. You can reach it only through the Daily 
Dispatch, the morning paper with the highest solus 
readership. 


GOODWILL FOR ADVERTISERS © 


The Daily Dispatch has something more than 
“National” status in the North-West. It commands 
the special goodwill of its readers. Why? Because the 
Daily Dispatch is a North-country produced news- 
paper. The character and loyalty of the Northerner 
do the rest. And this is important : goodwill for the 
Daily Dispatch means goodwill for the advertisers 
who use it. 


LOOK AT THESE 
AUDITED, CERTIFIED FIGURES 
OF NET SALE: 


JULY-DECEMBER 1952 
436,722 
JANUARY - JUNE 1953 
437,429 


JULY-DECEMBER 1953 


450,853 


You cannot cover the North West without the 


DAILY DISPATCH 


*The Kemsley Report is available on request to the Advertisement Director, 
Kemsley Newspapers Ltd., or to C. P. Hannigan, Advertisement Manager, 
Daily Dispatch, Kemsley House, London, W.C.1. 
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This Viscount poster has been over- 
guyet by Aer Lingus for use in 


olland. It was produced by P. 
Ward, of Richard Browning, 
London, and was printed by t 
Ormond Press Lid., Dublin. Aer 
Lingus fers are overprinied in 

‘ous European languages for use 
in countries served by,.or close to, 
the company's network. 


Odhams sales 
top 23 million 
mark 


Combined sales of Odhams 
newspapers and periodicals have 
exceeded 23 million copies a 
week, A. C. Duncan, chairman, 
stated at the company’s annual 
meeting. 

“It is hardly necessary to say 
that our advertisers recognise the 
outstanding value available to 
them by making use of this 
enormous coverage in so many 
markets,” he said. 

Gross revenue has increased by 
£2,846,000 and production costs 
and other expenditure by 
£2;276,000, resulting in an in- 
creased trading profit of £570,000. 


Britain now has a permanent 


engineering exhibition centre 
£30,000 SITE IN BIRMINGHAM 


THE Birmingham E 


has established a 


Engineering Centre in Stephenson Place, Birmingham, 
at a cost of more than £30,000. Britain’s only permanent 
engineering exhibition, it will allow manufacturers in the 
engineering and allied industries to display their products 
on a permanent basis and enable engineers, at home and 
overseas, to keep abreast of the latest developments within 


their industry. 

The Engineering Centre opens 
with a full complement of ex- 
hibitors. More than 200 British 
engineering firms from all parts 
of the country have taken space 
and there is a waiting list of 
firms wishing to exhibit. The 
items exhibited range from a lathe 


weighing 24 tons to precision 
screws watches. 
Source of information 


One of the functions of the 
Centre, which will be non-profit- 
distributing, is to handle inquiries 
and eventually to become a regu- 
lar source of information relating 
to engineering productions, 
sources of supply, sub-contracting 
work and local representation. 
An extensive information depart- 
ment will pass inquiries on to 
appropriate exhibiting manu- 
facturers and information relating 
to other manufacturers will also 
be available. 

The facilities at the Engineer- 
ing Centre also include: an ex- 
hibition hall, 33 ft. x 22 ft. 
designed for private short-term 
exhibitions; lecture rooms, with 
facilities for film projection for 
trade and technical associations 
and exhibiting firms; private 
offices, with secretarial and tele- 
phone services for visiting 
executives; and a coffee room 
where more than 100 copies of 
current technical periodicals will 
be available. The Centre will be 
open to all throughout the year 
from 9 a.m. until 5 p.m. on week- 
days and from 9 a.m. until 12 
noon on Saturdays. Admission 
is free. 


Soft drinks collective campaign 


endangered 


The proposed collective adver- 
tising campaign for soft drinks 
is in danger. Nearly 50 per cent 
of the members of the National 
Association of Soft Drink Manu- 
facturers have failed to answer a 
questionnaire which asked for 


It was in March that the Asso- 
ciation’s national council issued 
details of what they considered 
to be a “practicable and worth- 
while scheme at a modest cost 
for a national campaign.” It 
was claimed it wo produce 


results far in excess of the 
amount expended. 

Early last month, in response 
to a questionnaire, 27 per cent 
of members said they were in 
favour of the scheme and 
guaranteed to pay their annual 
share for a period of three years. 
Twelve per cent said they were 
not in favour and no reply had 
been received from 6! per cent. 

A few more replies have since 
been received but almost half 
the members have so far failed 
to answer. 

The Association has stated 
that support from at least 65 

r cent of members is required 
efore the scheme can 
launched. 


Newsprint: Free 
market 


a delusion ? 


The belief that newspapers will 
be free to buy their newsprint 
where they can in the cheapest 
market was described as a delu- 
sion by H. C. Drayton, chairman, 
at the annual meeting of United 
Newspapers Ltd. 

He said that although the 
Board of Trade were thinking 
of giving up control they wished 
the Newsprint Supply Company 
to carry on their present control 
of newsprint. 

In that event, he thought that 
the control of that company 
should be broadened to give fair 
representation to all classes of 
newsprint users. 


* 
Free ideas trade 
> - . 
exhibition 

The Production Exhibition to 
be held at Olympia from Jul 
7-14 is a new type of trade exhi- 
bition designed to improve in- 
dustrial productivity. 

Instead of selling being the 
principal factor, rival firms 
will reveal the methods they 
have themselves employed to 
raise production to a higher 
level of efficiency. 

Sponsored by the Institute of 
Production Engineers, this “free 
ideas” exhibition will be opened 
by the President of the Board of 
Trade. Eight Ministries and 
Government departments and 
the T.U.C. are co-operating in an 
effort to create a clearer and 
more intimate understanding of 
the term productivity. 

Press relations for the exhibi- 
tion are being handled by Bonney 
& David Ltd. 
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Newspapers use 
ad films 


The Sunday Express and The 
Star are using films to publicise 
new features. This is the first 
time they have used the screen 
advertising medium. 

The Sunday Express has drawn 
upon headlines at the time of the 
Abdication to announce their 
serialisation of the memoirs of 
the Duchess of Windsor. 

The Star film shows the editor, 
A. L, Cranfield, paying a flying 
visit to Scotland Yard, at the 
time of Sir Harold Scott's retire- 
ment as Commissioner, to invite 
him to write a series of articles. 

Both two-minute films were 

uced and will be distributed 

y Theatre Publicity Ltd. The 
Sunday Express film has national 
distribution; that for The Star 
will be screened in London and 
the Home Counties. 

Extensive library material for 
the Express film was 
available by the J. Arthur Rank 
Organisation. 


Top table film 


men on TV 


Big screen television was put 
to an unusual use to cope with 
an unusual problem at a luncheon 
held at the Conference of the 
Cinema Exhibitors Association 
taking place at Harrogate this 
week 


Langford and Co., Ltd. (asso- 
ciated with Theatre Publicity 
Ltd.), held a luncheon at the 
Majestic Hotel to which 700 
uests were invited. It was then 
iscovered that as the hall was 
of unusual shape only 50 per 
cent of the guests would be able 
to see the top table. 

However, with the co-opera- 
tion of Cintel Ltd., also in the 
J. Arthur Rank Organisation, 
arrangements were made so that 
all the guests could see the pro- 
ceedings at the top table a 
means of a 12 ft. by 9 ft. 
screen. 


Newnes profits up 


The directors of George Newnes 
Ltd. recommend a final dividend of 
13 per cent, making 16 per cent, 
less tax, for the year to March 31, 
1954, on the £1,175,000 Ordinary 
capital as increased by a 100 per 
cent scrip issue. This represents an 
increase of 34 per cent compared 
with the previous year's 25 per cent 
dividend. 


Ad youth are to 


Young advertising people from 
Britain, France, Switzerland, Den- 
mark, Norway, Holland, Bel- 
gium, Italy, Finland, the U.S.A. 
and Japan will attend a “Youth 
in Advertising” meeting to be 
held in Hamburg August 8 to 
September 4. 

‘he meeting is being supported 
by Germany's Advertising Asso- 
ciation, Advertising Union, Trade 


meet in Hamburg 


Names Association and Central 
Office of Advertising. 

Experts of international repute 
will speak on a number of topics, 
including: humour in advertis- 
ing; the correlation of advertis- 
ing and public relations; 
“Advertising agency equals ad- 
vertising factory?”; “Should we 
change or pamper the customs 
of consumers?” 
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->-and one person out of every three 


reads the 


Sunday Pictorial 


every week 


Every week one family out of every three 

in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,373,027, 

the Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 

adult member of the family on the best 
advertising day of the week—the day they have 
time to read advertisements at leisure, and 
sales messages sink in. Space in the 

Sunday Pictorial is exceedingly economical too. 
Compared with 1939 its square inch per 
thousand rate has increased much less than 
that of any other Sunday newspaper. 
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FBI chief hails films as 


640 


to boost sales 


‘AN ECONOMIC MEDIUM FOR INDUSTRY’ 


“Industry needs to assert its prestige and to sell its products 
through the world. To attain these objectives it has at its 
command, in films, a weapon of immense power and one 
whose range is continually being increased,” said Sir Harry 
Pilkington, president of the Federation of British Industries, 


last week. 


He was introducing the indus- 
trial session of the “Cavalcade of 
Film on 16 mm.” held at the 
National Film Theatre, South 
Bank, London, to mark the 2Ist 
anniversary of the G.B. Film 
Library (part of the J. Arthur 
Rank Organisation). 

As well as entertainment pro- 
grammes, films made for educa- 
tion and industry were shown 
throughout the week. 

Sir Harry said the advanta 
of the film for projecting British 
industry on the world were ob- 
vious, No other medium could 
lend life and drama to the sub- 
ject as a film could, and althou 
sometimes the initial cost might 
seem high, this had to be con- 
sidered in relation to the 
distribution which the film would 
receive, 

“I believe that it is not yet 
sufficiently realised how econ- 
omical the wide distribution 
obtained by a really good film of 
a general character makes this 
bens of medium of commun- 
cation,” he declared. 

He said that two of the films 
being shown, “Focus on Pre- 
cision” and “Spotlight on 
Industry,” were good examples of 
the straightforward public rela- 
tions film whose job was to 
illustrate and explain to the out- 
side world how an_ industry 
worked and the part it played 
in the economy. 

He cited the rapid expansion 
of television networks as another 


Demonstration of 
electronic eye 


The electronic eye, being de- 
veloped by the Printing, Pack. 
aging a Allied Trades Re- 
search Association to indicate 
when colour variations occur on 
a run, will form the basis of a 
working demonstration to be 
shown in London shortly. 

Tke apparatus will be on 
view at an exhibition to coin- 
cide with Patra’s annual meeting 
and luncheon at the Connaught 
Rooms next Wednesday. 

Other exhibits dealing with 
the electronic apparatus will 
show how “memory circuits” 
present a continuous indication 
of the level of ink intensity in 
relation to the pass-sheet. 

The exhibition, which will 
show how research helps mem- 
bers with their problems, is 
divided into two main sections 
printing and packaging. 


reason why there should be a 
ood supply of British industrial 
Ims available. 

In many areas local stations 
were short of material and were 
only too glad to accept films 
about British industry, provided 
they were of sufficient general 
interest and of a really high 
quality. 

Another important facet of the 
film industry was the technical 
information film. 

“It is now possible for a 
salesman to carry a 16mm. 
film, which will give the pros- 
pective buyer in a_ distant 
country a far better idea of the 
performance of, say, a heavy 
machine tool than any amount 
of description in word,” he 
said, 
Opening the Cavalcade Sir 

Stephen Tallents said that what 
was needed to-day was a new 
and more sensitive intelligence 
service, a new and more efficient 
system of communications than 
had hitherto been achieved. 
Films held a very essential place 
in the media which could be used 
to achieve this. 


World-wide audience 


He continued: “By films an 
industry or an individual indus- 
trial undertaking can _ display 
convincingly to customers and 
prospective customers at home 
or in any part of the world over- 
seas, a range of Tls achievements 
and resources. Films can show 
within an industrial organisation 
how men and women work; what 
part each specialised process is 
contributing to the total produc- 
tion; how machines work; and 
how machines can most econ- 
omically and safely be handled.” 

Another speaker was Sir 
Arthur P, M. Fleming, president 
of the British Association for 
Commercial and Industrial 
Education. He said: “In recent 
years the study of personal rela- 
tions has received increasing 
attention in industry. It is 
realised that the efficiency of in- 
dustry and our ability to meet 
international competition depend 
on the smoothness with which 
our factories operate. Good 
personal relationships are deter- 
mined by intangible consider- 
ations and influences, and these 
are not easy to ~ 7 in the 
visual way. In the films you will 
see as part of the programme I 
think you will agree that this 
objective has been achieved most 
admirably.” 
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great weapon 


Lonsdale-Ha 


Counter rane A units for self-service stores have been designed by Richard 
s 


Associates for a range of Walpamur paints. Each unit 


carries a metal holder for colour charts which customers can take away 
to study at their leisure. The background colour of the showcards is 


grey with white lettering set off by t 


colours of the tins—Marvosheen 


in peacock blue, Vesta in yellow, Trojax in royal blue and Marvo in 
pillar-box red. 


Commercial TV will bring new range 
of arts to advertising 


A contribution from a speaker 
in the audience met with the 
most approval at the Institute of 
Contemporary Art's discussion 
on “Advertising and the Arts” 
in London last week. "He said 
that advertising was a stage “on 
which the artist was presented 
with opportunities of all kinds 
to do a good job as a crafts- 
man.” 

The chairman of the invited 
anel for the evening, designer 

isha Black, said that it was 
left to him only to state that this 
chance remark had summed up 
almost the entire discussion. 
Working for advertising meant 
working for a highly specialised 
craft. Advertising gave many 
opportunities to artists and 
designers who were willing to 
set their standards high. 

Panel members were John 
Beard, television chief of 
London Press Exchange Ltd., 
who spoke on commercial TV, 
Ashley Havinden, a director of 
W. S. Crawford Ltd, F. C. 
Hooper, managing director of 
Schweppes Ltd. MacDonald 
Hastings, editor of Country Fair, 
and Donovan Candler, managing 
director of Artist Partners Ltd. 

Mr. Beard said that com- 
mercial television would bring 
to advertising an entirely new 
range of arts. In reply to those 
people Who expected “trash” 

commercial programmes, 
he agreed that there would be 
different levels of art, but to sell 
goods, every successful pro- 
gramme would have to be the 
very best at that level—from 
quiz shows up to ballet and 
opera. Any type of entertain- 
ment that was good was by defi- 
nition good art. 

Two members of the panel 
whose remarks clashed were Mr. 


Hooper and Mr. Candler. The 
latter said that advertising was 
art—“who reads copy anyway?” 
he asked. The artist's illustra- 
tion was the only important 
thing in an advertisement. 

Mr. Hooper, however, said 
that the arts meant only creative 
art, when an artist had his 
“moment of vision” which he 
captured and created because he 
had to. In this, advertising, 
although a form of communica- 
tion and an important social 
force, could take no part. 

But, he said, those who 
thought that advertising had to 
be directed at the lowest level 
of its readers who constituted 
the mass markets were wrong. 
They had forgotten the most 
important people of all—the 
directive élite who had the 
power to influence the masses. 

MacDonald Hastings spoke as 
a self-confessed “interloper from 
the editorial side.” It was his 
opinion that as advertising had 
to sell something and had to 
clamour for attention, severe 
limits were placed on the artistic 
abilities of those creating for 
advertising. 

Artistic training in techniques 
and design would stand anyone 
in advertising in good stead, but 
art was a medium and should 
not be confused with other 
media. 


Anti-prejudice 
A bi-monthly magazine with 
the aim of “abolishing racial 
prejudice by promoting under- 
standing between races” has been 
launched under the title of 
Bronze. Editor and publisher is 
A. P. Pulleyn-Holden. It sells 
at one shilling. The first issue 

has 32 pages, 7 in. by 5 in. 
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BIA mailing lists are more 


up-to-date, more accurate, 


and more specific than any 
other. They offer you the 


best coverage at home 


and abroad. And theyre 
thoroughly dependable. 


Write or phone today for BIA’s free Mailway catalogue listing the thousands of home and 
overseas classifications in general use. Lists can be specially prepared to suit a particular sales 
problem. 


Only Mailway shows prices as well as the number of addresses available. Complete details are 
also given so that you can readily learn the costs of a campaign. Write to BIA House, Dept. B, 
Chalton Street, London, N.W.1, or phone EUSton 5262/6. 


bof BRITISH & INTERNATIONAL ADDRESSING LIMITED 
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COMMENT 


LESSON FROM 


Fa 
Hy 


i 


7 


aa me 


by 
practical yardstick: Did it pro- 
duce any new ideas which will 
boost my business? 
Full value will not be derived 


lt is high time that advertisers 
and their agents realised the 
full possibilities of a free ex- 
change of ideas. An all-round 
increase in efficiency inevitably 
leads to better business for all 
concerned 


TV CHALLENGE 


The tone of the debate on com- 
mercial television in the House 
of Commons this week has 
been more encouragi 

While opponents of the Govern- 
ment scheme have continued to 
level innuendos against adver- 
tising, serious consideration 

has been given to the applica- 

tion of saf and the 
acceptance advice from 
responsible advertising bodies. 

The Bill is going ~_ sub- 
— unchanged. The task 
for advertising now is to learn 


642 
. Talking Points . 
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There’s never a good reason not to 
advertise, says Newspaper Society 


T= = always an easily- 
foun for not 
advertising . . . po mA a good 
one. 

The Newspaper Society lists 
these slip-off-the-tongue-smoothly 
reasons given by ertisers ad 
doing nothing: 

Too hot, too cold, too wet. 

Too early in the season; too 

late. 

Everyone's saving up; every- 

one’s spent up. 

Everyone's away; everyone's 

at home. 

Plenty of money about; not 

enough money about. 

Representatives have heard all 
those, and more, too. A list of 
ace salesmen’s answers would 
make interesting reading. 


COMMERCIAL TV 
Note from A. Coburn, director, 
Frozen 


O-= of the main talking 
points in the latest issue of the 
Journal of the Advertising 
(a is the old, old sub- 

—public relations for adver- 
ising 

An independent commentator 
on the Bournemouth Conference 
says he finds himself in a “minor- 
ity of one” in his failure to be 
impressed by the clamour for 
sharp reaction to the critics. 
He is mistaken. He has at least 
two formidable supporters in the 
higher councils of organised 
advertising. 

For this reason his comments 
are important. He asserts: “A 
thousand public relation officers 
could not stifle criticism, and it 
would be a very bad thing for 
advertising if they could.” 

And the anonymous contribu- 
tor’s conclusion may be indicative 
of the shape of things to come: 
“The line of action is clearly 
demarcated—clearly agreed—no 
shouting match—work out the 
case in detail—a reticent ap- 
proach without being negative.” 


POTS AND KETTLES 

REQUEST from the LLP.A. 

to LS.B.A. to circulate to 
advertisers rules governing specu- 
lative. schemes by advertising 
apenas to prospective clients 


“From one or two instances 
which have recently come to 
the notice of the Institute it 
seems clear that purely specu- 
lative schemes from a number 
of agencies continue to be 
requested by existing or 
potential advertisers.” 

Memo to LLP.A.: 
A national advertiser who 
suddenly fired his agent immedi- 


ately received 13 applications for 
account. Three included 


LEET STREET ad. men 
and London media experts 
wondered on Monday morning 
why all of the full-size mornings 
but the Daily Express carried 
full-page displays offering 10 
— State steel shares for 
sale 
The answer was that the 
Beaverbrook a r refused 
to accept an rger than 
three columns. a why? as 
the proprietor would say. 
“There is no room for 
whole-page Government an- 
nouncements in an eight-page 
newspaper. If the Government 
wish to publish such advertise- 
ments, they should first allow 
the newspapers more news- 
int.” 
PLUGS 
N three afternoons this week 
the press, agents, advertisers, 
industrialists and M.P.s have 
crowded into the British Council 
Theatre in Hanover Street, 
London, to see an hour's pro- 
ramme of “typical American 
” presented by the American 
Daily, the United States news- 
paper published here. 
newspaper decided to 
sponsor the show partly, it has 


been said, to off-set some of the 
criticism of the American TV 


system. 

Certainly the commercials were 
technically brilliant. But the 
entertainment was not of a type 
approved or appreciated in 
Britain, and advertising’s critics 
in the House must have gone 
—- armed with more ammuni- 


what is likely to 

Britain. American TV is spon- 

sored, and that means plugs 

anywhere in a programme. 

Briain there will be none of 
t. 


THE SPECIALISTS 
HE decision to extend LLP.A. 
membership and examina- 
tions to include certain specialist 
classes has raised problems. 

Will all specialists greet the 
news enthusiastically? It is un- 
likely that they will. 

Consider the case of the public 
relations men and women. 
They are busy — their own 
examinations and qualifications. 

And what about the market 
researchers? Their position is 
similar. 

“Statesmanlike consideration” 
of the problems is promised, 
however, and it is li ~{ 
agreement will be reached. 


To-morrow’s topics 


®FOUR AGENCIES ARE 
COMBINING IN THE 
FORMATION OF A_ BIG 
NEW CANADIAN ADVER- 
TISING AND EXPORT 
MERCHANDISING ORGA- 
NISATION. TWO WELL- 
KNOWN LONDON FIRMS, 
A TORONTO AND A NEW 
YORK AGENT ARE CON- 
CERNED. DETAILS WILL 
BE ANNOUNCED NEXT 
MONTH. 


® Startling increase in member- 
ship of the Retail Trading- 
Standards Association will be 
revealed in the chairman's 
annual report to be published 
soon. A number of big adver- 
tising agencies have joined. 


® Although the Clothing Fort- 
night proposed for the autumn 

is off, the principle of joint 
publicity has not been aban- 
doned by clothing manufac- 
turers. New efforts are to be 
made to prepare a generally 


e a the United States, prices are 
5 oe in an attempt to halt 

all in cigarette sales. In 
Briain, the first move to beat 
lung. cancer scare effects will 
igger and better publicity. 


Autumn campaigns are in 
preparation. 


®Future conferences of 
British Poster 
Association will 
“domestic.” Friends from other 
sections of advertising will be 
invited to the annual dinner 
to be held separately in 
London. 


Conference, they are talking of 
Liandudno for the 1956 event. 


® Building Industry Distributors 
are planning a prestige adver- 
tising campaign. The scheme, 
which will possibly 
pictorial form, will tell 
public and the trade of the 
standing and status of the 
builders’ merchant. 
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THE MILLION WHO PAY 
A LITTLE MORE 


They buy a little more 
in news and good jour- 
nalism—and they pay a 
little more for it than 
they would for other 
national dailies. 

The kind of readers to 


whom the advertisers’ 


appeal can be directed in 
the knowledge that when 
one has products of a 
quality which will stand 
intelligent survey, and 
still attract, then here are 
people ready to buy—even 


at a little extra cost. 


The pos oral vail to READ 


NET SALES for MAY, 1954. 


1,054,354 COPIES DAILY 
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How to 


“T’'WO LIGHT ales, a 

brown, and a mild and 
bitter,” said the man next to 
me in the bar. This common- 
place order, heard in public 
houses up and down the 
country sums up the growing 
change in drinking habits that 
has taken place since the war. 
Every year shows an increase 
in bottled beer sales at the 
expense of draught beer. 
Individual brewery company 
reports by and large echo the 
same story. Some of the 
“experts” go so far as to say 
that in 15 to 20 years’ time the 
man who drinks draught beer 
will be regarded as a “bit of 
a crank,” 

While this may be an over- 
statement of the facts, the down- 
ward trend in the sales of draught 
beer could well affect the whole 
economy of the brewing industry. 


Major transport problem 


A brewer not only brews and 
sells beer but he is also in the 
property and transport business 
in a large way. The change 
from draught * to bottled 
could constitute a major trans- 

rt problem for any brewer. 

‘wo crates of 4-pint bottled 
beers (four dozen)—three gallons 
—occupy almost as much trans- 

ort space as a firkin of draught 

r——18 gallons. The transport 
and labour costs must, therefore, 
climb steadily with the increased 
sale of bottled beer. If gallona 
is to be maintained, it can only 
be maintained at extra cost and 
this cost must either come out 
of the brewer's pocket or the 
consumer's, Accepting the figure 
of around 35 per cent as the 
national ratio of bottled beer to 
draught—this transport problem 
is probably not yet an acute one 
but it may not be far off. 

Another cost due to this trend 
which the brewer must face, is 
increased bottling plant, bottles, 
labels, crown corks and the 
labour required to wash and fill 
the bottles. Nine gallons of 
draught beer requires one cask. 
The equivalent quantity in bottled 
beer requires 144 4-pint boitles, 
144 labels, 144 crown corks. 

On the property side, the 


a ee are a 


IT’S UNDER ADVERTISED-!: Sales falling? If the product is good, one of 
the reasons for this is usually insufficient advertising. This is the first of a 
series of articles pin-pointing products which might sell better with more 
publicity. Sales-boost methods will be outlined, and our first contributor 


suggests... 
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put punch into 
draught beer advertising 


brewer has a large investment in 
his tied houses. With the ex- 
ception of such beers as draught 
Bass, Worthington and Guinness, 
his own tied houses are his only 
outlet for his draught beer. On 
the other hand, bottled beers can 
be sold through independent, 
licensed clubs, off-licences and 
licensed grocers. 


Impact of television 


Home drinking appears to be 
on the increase and television is 
credited as part of the reason; 
this trend may continue. The 
home-drinker does not have to 
0 to the “local” for his supplies. 

is wife can get bottled beer 
from the grocer with her normal 
weekly order, have it delivered 
to the door and the empties taken 
away. 

Draught beer enjoys none of 
these advantages. It must be 
sold at the “local.” Draught 
beer is, in fact, the only part of 
the licensee’s trade that is safe 
from grocer shop competition. 
But if Come drinking and bottled 
beer sales continue to increase 
at the expense of draught beer 
the “local” must ultimately be 
faced with a serious loss of busi- 
ness, 

Why has the public stopped 
drinking draught r? 

There is no one answer to this, 
but there are dozens of worth- 
while opinions on the subject. 
Here are a few. 

@®The new generation of 

drinkers now growing up in- 

variably start their drinking on 
bottled _ beer. The older 
drinker of the artisan class in 
the public bar, the one-time 
traditional “pint of wallo 
man,” now finds himself wi 

more money to spend and 
seems to find a certain pride 
in publicly showing that he 
can afford something better and 
as a result, while still staying 
with his pint, drinks a mixture 
of brown and mild or one of 


Last year brewers 
spent nearly {£1 
million on press 
advertising — most 
of this to promote 
their bottled beers. 
Why neglect the 
tankard stuff? 


the other popular combina- 
tions of bottled and draught 


beers. 
® No branded product is sub- 
ject to so much variation as 
draught beer. It can vary 
slightly from brew to brew, 
and tremendously from House 
to House, although they are 
all selling the same beer. 
@ It can be affected by vibra- 
tion, temperature and the con- 
dition of the beer pumps. And 
it can be tampered with. The 
public are aware of all these 
disadvantages, 

® Women drinking with their 

menfolk, by and large, do not 

think it becoming to be seen 
drinking a half-pint mug of 

draught beer. They get a 

nicer glass when they ask for 

a bottled beer. 

Finally, few brewers have 
made any real attempt to sell 
their draught beer. Last year 
brewers spent nearly £1 million 
on press advertising, most of this 
to promote their bottled beers. 
Apart from the efforts of the 
Brewers’ Society, no one else 
seems to be making any great 
effort to sell draught r, around 
which so much of the brewery 
industry's economy must revolve. 


Function of advertising 


Advertising does not create 
public taste. It anticipates it, 
develops it and directs it. When 
the public have expressed a lack 
of interest in a product which 
they know all about (one they 
have enjoyed in the past and one 
which has not changed its 
character) to the point where 
they begin to reduce their pur- 


Beer sales for 1953 and 1954 


Percentage of bottled 
? Barvelage Draught beer pm ah we 
Year ended March "53 24,883,227 33 
Year ended March ‘54 24,582,303 35 


1 Barrel «35 gallons, cask or bottled beer 


Brewers’ Society Picture 


chases, the advertising problem 
takes on major proportions. It 
constitutes a problem in which 
old ideas and techniques, no 
matter how successful in the past, 
must be looked at afresh, dis- 

ssionately and completely free 
rom bias. 

Few industries are more hide- 
bound by tradition than the 
brewery industry. In some 
respects this tradition is part of 
the charm of our licensed houses. 
To lose it completely would 
mean losing a most valuable sell- 
ing aid. But on the promotional 
side of the business “Ye olde 
worlde” techniques won't sell 
another “pinte potte.” 

Here are some selling aspects 
of draught beer that might well 
be exploited. 


Reverse of economy 


The buying trend from draught 
beer to bottled beer is in reverse 
to the normal economic pattern. 
There is a tendency to try to 
reduce expenditure on non- 
essentials. But the increase in 
bottled beer sales means drinkers 
are paying more for their drinks. 
Bottled beer costs more than 
draught. In a house where the 
bitter beer costs 8d. per half-pint, 
a light ale will cost 10d. a half- 
pint bottle. While the public 
are drinking less beer year 
year, they are at the same time 
electing to pay more for what 
they do drink. 

Is there not an pg ay | 
here, and a timely one, to 

the drinker that he can go on 

drinking the same amount (if 

he will drink draught) and yet 
reduce the cost of his drinking 
a fifth? 

he social barriers to draught 
beer sales are by no means small. 
There is still an atmosphere 
around draught beer of the fat 
artisan with a “dirty great pint” 
and blowsy chars staggering 
home from the jug and bottle 

@ Continued on page 648 
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LABA®D IG 
Stuarts do good advertising; 


we invite any advertising manager 


to come and see how we work 
Telephone Mayfair 9255 
and ask for the Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON W1 


among our clients: 


ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 
LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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Educating dairymen 
in advertising 


. 


mventiveness of the current “Drink More Milk” advertising 
The “Liandudno Advertiser” came out with a special 


souvenir edition. 


HE CONFERENCE town 

of Llandudno was recently 
en féte for five days in the 
praise of milk. Banners, 
posters, and stickers proclaimed 
the milk message throughout 
the whole district, almost as 
far as Snowdon. 

The occasion was the National 
Dairymen’s Association annual 
conference, which brought 350 
milk distributors to Llandudno’s 
Grand Hotel. They had come 
to discuss, among other things, 
the “Drink More Milk” cam- 
paign, for which they are helpin 
“to pay, organised by the Nationa 
Miik Publicity Council, through 
its agents, Mather & Crowther 


Ltd, 

Milk filmlets were shown in 
local cinemas. The council's 
model, Zot Newton, mingled 
with delegates, turned up at un- 
expected places around the town, 
and served behind the counter 
ata local dairy. 

On arriving at their hotel 


rooms, delegates found 
cartons of milk which appeared 
to have been spilt—with a 
message printed on the “spill” — 
and novel key-rings with 
miniature milk bottles attached, 
inviting them to “open the door 
to bigger milk sales.” Milk cock- 
tails were on sale at all the 
leading bars. Milk shandy (the 
mixture of milk with ginger beer 
drunk by athletes in training) 
was on sale at cafés and milk 
bars. 

At an exhibition stand, built 
by Mather & Crowther for the 
National Milk Publicity Council, 
delegates were shown a wide 
variety of the display material 
which is being used for retail 
display and on milk delivery 
vehicles. The extent of press, 
cinema and outdoor advertising 
in their own areas was shown, 
and the availability of dealer 
material for local advertising was 
explained to them. 

Among other exhibits a dis- 
play unit incorporating a cow 


trick 


WESTERN 
MAIL 


A view of the exhibition stand, built by Mather & Crowther for the 
National Milk Publicity Council. 
material used at point of sale could be seen. 

press, and film advertising was also indicated. 


with a switching tail proved in 
practice to the delegates the 
special value of movement as a 


: Aim of the t 


‘ campaign 
“THE Council have no} 

mean task. Milk con-j 
sumption in this country is4+ 
at a high level compared with ‘ 
pre-war days. It now com- 
pares favourably with 


the 4 
? average for the United States ‘ 
as a whole and it exceeds the 
plevel reached in many 
European countries. There is 
scope, however, for much 
further expansion because + 
there are many countries, with 
food habits not unlike our 
}own, where much more milk 
Jis consumed than in this} 
country. 
> “In Sweden, for instance, 
the average weekly amount 
consumed is over seven pints; { 
it is also high in Canada and 


A wide variety of the dis 
The extent of outdoor, 


Finally, he urged delegates to 
back up the publicity campaign 
pa hard selling at the point of 
sale. 

The chairman of the National 
Milk Publicity Council, W. R. 
Trehane, referred to the change 
of character of milk bars since 
the war. “Can we,” he asked, 
“retrieve the milk bar and bring 
it back as a shop window for 
milk? There was still a job to 
be done in schools, where there 
was often a prejudice against 
milk, especially among teen-age 
= who were conscious of their 
gures.”’ 

The milk advertising campaign 
plan was explained by Stanhope 
Shelton, of Mather & Crowther 
Ltd. 


Members were presented with 
a special souvenir edition of the 
Llandudno Advertiser, edited, 
written and laid-out by Mather 
& Crowther for the National 
Milk Publicity Council. This 
carried, in its leading article, a 
version in Welsh of the slogan: 


mA New Zealand, and in the Pr feel AB better if you 
BS i Netherlands. in- rink more Milk.” 

= (SOUTH WALES NEWS) pe ape a Pees 

"\ {this should be so. There is 

Ky R bu th ies thi atiinal = selling to be done. 

2 ead e ee blicity will not of itself 

me y Man OH s sell our products but the sell- ‘ 

Ps for its news and special ping job is made that much} 

ig mn easier when backed by an} 

ee features ; studied by business advertising campaign on a} 
ae e national scale.” ; 

ran and industrial executives for } —_W. R. Trehane, chairman | 

-" ° of the National Milk Pub- 

ayo its vital facts and statistics > icity Council, writing ial 

Br, | ~ this month's Milk Industry. 
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Fer see a seal 


Is there something up his sleeve, will it leap out of his 
shining topper—or is it just an aquarium behind closed 
curtains? Whatever it is, he’s got his audience! A seal is 
exciting! 
Seals such as we make — jewelled, embossed, brilliant — seals 
for boxes, packs, anything you have to sell—are just the 
things to catch the eye of the beholder, trap the wandering 
attention, stimulate interest, get in before the others! 


And these are the seals for which we are famous : 


Meteratt 


Bold, sculptured, it is embossed on 
heavy metal foil. Gives power and 
dignity to quality booklets, show- 
cards and plaques. 


Cameo 


Brilliant jewel-like paper seals deli- 
cately embossed in splendid colour. 
Embellish pottery or glass, cartons 
or woodwork. 


Filimet 


Delicate filigree seals in thin sheet 
metal, Ideal for names and trade 
marks on almost any surface. Can 
be moulded into plastics. 


Samples and prices gladly sent on request. 


WALSALL LITHOGRAPHIC C° L= 


MIDLAND ROAD, WALSALL 


and at: 29 LUDGATE HILL, LONDON, E.C.4. CITY 7357 
55 MARKET STREET, MANCHESTER, 3. DEANSGATE 7829 
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department. The desire not to 
be associated with these ideas is 
greatest in the public bar com- 
munity which must, these days, 
represent the hard core of the 
drinking community. 

The June issue of the Brewery 
Trade Review, writing on this 
aspect of beer sales says: “The 
name ‘mild ale’ and the fact 
that it is the cheapest of beers 
repels them (the public bar 
customers). They seek some- 
thing better and feel that they 
et it by mixed ale and bottled 

r, hence the tremendous 
growth in the South of ‘brown 
and mild’.” 


Why they drink it 


Here is one problem which 
advertis ? g a. aay 
equi to deal with effectively. 

pt with the posters of 
fat men with full pints. Have 

a little less emphasis on beer 

drinking, clean-limbed Rugby 

types, with square jaws and 
bulging muscles. The associa- 
tion between draught beer and 

physical effort belongs to a 

t generation. Forget the 
llusion that beer quenches the 
thirst. If the brewery industry 
depended for its sales on 
people quenching their thirst, 
they would be out of business. 

People drink beer because they 

like it. No one with a 

genuine thirst will wait for 

opening time to quench it! 

A drive should be made to 
identify the draught beer drinker 
as “the right type of person,” in 
the same way as the Brewers’ 
Society campaign does, with the 
models it chooses to represent 
the type of customer you find in 


the “local.” It is never a big 


problem for advertising to give 
a product social uplift. 

The licensee might also en- 
courage his female customers to 
drink draught (wives would be 


most interested in the saving) if 
he served his draught in 12-oz. 
asses with a stem—the same as 
uses for bottled beers. The 
half-pint measure could be 
marked on the glass as it is in 
the case of some liqueur glasses. 
With pumps in a reasonable con- 
dition, accurate measurement 
would not be difficult. 


Social status factor 


A 12-0z. glass of bitter beer 
looks almost identical to a glass 
of bottled light ale—and there is 
no loss of so-called social status 
by the drinker. 

Could the brewers not take a 
lesson from the wine growers of 
France? With unconscious skill 
the French have created an 
atmosphere of ee! and social 
prestige around their national 
drink. Why can’t the British 
brewers do the same for draught 
beer with advertising and press 
relations? The advertising of 
draught beer, whatever form it 
takes in any case must be in- 
separably linked with tied houses 
in which it is sold. 

In the local advertising of 
many consumer products it is 
often customary to include in 
the advertisements the names and 
addresses of local stockists. 
There seems to be no reason why 
a brewer cannot follow this 
example—advertising his wares 
and their whereabouts, not b 
merely saying “at all Blan 
houses” but giving the names 
and addresses of the houses and 
the name of the licensee. 

One final point. 

Give draught bitter and mild a 
mame, rather than merely the 
name of the brewer, so that the 
advertising effort can be pin- 
pointed. Draught beers k 
product identity for want of a 
name. Would “Sunlight” be the 
success it is if it had been known 
as Lever’s bar soap? 


- 
q 


A FOUNTAIN of red, blue, yellow, amber and green Mazda 
sign lamps is a feature of the B.T.H. display at the Royal 
Tournament, Earls Court. Each of 400 lamps flashes approximately 
250 times a minute—a rigorous test of lamp design and construction. 
Design and installation was by Window Dressing Services Ltd. This 
display has been mounted on a platform and effectively decorated 
with flower boxes. Mazda lamp sign boards at each corner carry 
the trade name and the Mazda ballet dancer is also featured. 
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CITY DISPLAY (i GANUSHO 


2.1 BRANCHES 


Every retail shop in Great Britain is covered by the C.D.0. window dressing 
service. National advertisers desirous of promoting sales through retailers are 
offered the unique servicing facilities of this organisation for the delivery and 
personal installation of displays in their customers’ windows and shop interiors. 


enquiries :— C D O 


dealer} service production 


281-3 GOSWELL ROAD 30 UXBRIDGE ROAD 
LONDON E.C.1. LONDON W.12. 
TERMINUS 7701 SHEPHERDS BUSH 1281 
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COMPANY MEETING 
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Odhams Press 
Limited 


POPULARITY OF PUBLICATIONS 


The thirty-fourth annual 
pa meeting of Odhams Press 
imited was held on June 17 in 
London, Mr. A. C. Duncan, 
F.C.A. (chairman of the com- 
pany) presiding. 

The chairman, in the course of 
his speech, said : — 

A reference to the Consoli- 
dated Trading and Profit and 
Loss Account will show that 
whilst our gross revenue has 
increased by £2,846,000, our 
preduction costs and other 
expenditure have increased by 
£2,276,000, resulting in an in- 
creased Trading Profit of 
£570,000, 

After taking into account an 
increase in our revenue from In- 
vestments and deducting Depre- 
ciation Charges, Debenture 
Interest, Directors’ and Auditors’ 
remuneration and Employees’ In- 
surance, the Net Profit for the 
ear has increased by £469,000. 
axation, however, absorbs 
£269,000 more than for the pre- 
vious year, so that our Net Profit 
of £1,233,000 after Taxation has 
increased by approximately 
£200,000. 

To this amount there is added 
the balance of undistributed 
profits brought forward from the 
previous year and, after allow- 
ing for taxation adjustments, 
there remains an amount avail- 
able of £1,588,000. 

The gross dividends uired 
to service the Preference Stocks 
amount to £70,500 and dividends 
on Shares held outside the Grou 
absorb the sum of £43,68 
whilst the interim ordinary divi- 
dend of 24 per cent already 
paid and the final dividend of 
124 per cent now recommended 
require £317,250. These divi- 
dends together account for a total 
of £431,432. 


Extension of Activities 


For some years past, as you 
all know, it not been pos- 
sible to obtain permission to 
add to certain assets needed for 
the development of the Com- 
pany’s operations, but we can 
now see our way to make 
arran ts, which we have 
had in contemplation, for the 
extension of our activities. 

Your Directors, therefore, have 
on it desirable to strengthen 
the Group’s Reserves and pro- 
pose that £592,000 should be 
devoted to this purpose. 

Our  subsidia company, 
Odhams (Watford) Limited 
chiefly concerned in the produc- 


tion of most of our popular pub- 
lications, which have not onl 
set but are maintaining a high 
standard in periodical printing. 

The Book Department has 
continued to expand not only at 
home but abroad and the Out- 
door Advertising Department, 
the Borough Billposting Com- 
pany, has had another successful 


year. 

The Daily Herald is not only 
healthy, but vigorous, maintain- 
ing its influence and place among 
the great national ilies. The 
People maintains its popularity, 
with a sale of over five million 
copies pér issue. Sporting Life 
maintains its eminence in its own 


field. 

Tothill Press Limited, which 
is responsible for the bulk of 
our trade journals, is also in a 
prosperous state, as indeed, I 
am glad to say, are the rest of 
our subsidiary companies, includ- 
ing the Continental and Overseas 
Organisation Limited which pub- 
lishes Machinery Lloyd and 
which is maintaining its success 
and prestige, particularly in the 
export market. 

The sales of Woman exceed 
three million copies per week, 
which, I believe, is an all-time 
record in this country for a pub- 
lication of this kind, and John 
Bull and Illustrated also main- 
tain their circulations, each in 
excess of one million copies per 
week, 

Ideal Home has continued to 
prove its po larity in its own 
sphere an ieved a sale 
well in excess of 200,000 copies 
an issue. 


Combined Sales Exceed 
23 Million Copies 


It is interesting to note that 
the combined sales of our news- 
papers and periodicals again have 
exceeded 28 million copies per 
week by a substantial margin. It 
is hardly necessary to say that 
our advertisers recognise the 
outstanding value available to 
them by making use of 
enormous coverage in so many 
markets. 

With regard to the current 
year, 1954, I am happy to report 
that trading prospects continue 
to be satisfactory and, in the 
absence of any unforeseeable set- 
backs, we hope to be able to 
report in due course another year 
of successful trading operations. 
The report was adopted. 


The German market is 
finish count and British adv 


cannot 


T= recovery of the West 
German economy is gener- 
ally described as “phenome- 
nal” and the use of the word 
is fully justified. Industrial 
production has leapt upwards 
and the turnover in the retail 
trades has likewise expanded. 

In the foreign trading field 
British and other exporters have 
been made to realise that Ger- 
many is once again very much 
a competitor to be reckoned 
with. 

Exports of rolled steel pro- 
ducts, especially of steel tubes, 
steel sections and sheets, have 
shown a marked upsurge and the 
total value of exports of finished 
iron and steel goods have been 
running at a monthly value of 
some $202 million compared with 
$172 million the preceding year. 
Machinery, electrical engineering 
products, optical and scientific 
instruments figure prominently 
among the items for which the 
overseas demand has increased 
recently. 


Intensified efforts abroad 


The efforts being made by 
Germany to secure a more 

rmanent foothold for manu- 
acturers of heavy equipment and 
capital goods in the economically 
less-developed countries have also 
lately been intensified. 

The German market itself is 
to-day a buyer's market where 
} agg Pl finish count, but in 
the opinion of many Germans 
Britain’s reputation for delivery 
dates, quality and finish is 
beginning to slide down hill. 
Although Britain is still regarded 
as the country that has set high 
standards in world trade and 
although “an Englishman k 
his promise” is still quoted in 
Germany, it has been unhappily 
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ing market should take into account the 
be exported. 


Ti 
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An expanding market that 
needs careful advertising 


a buyer's market. Quality and 
in this and expand- 
that British tastes 


paraphrased into “an English- 
man keeps what he promises.” 
Delayed delivery dates, inade- 
quate packing (resulting in loss, 
breakages and inevitable com- 
plaints) are building up a wall 
resistance towards British 

s. 
It is already well known that 


GERMANY 


German firms in the export field 
are scooping big contracts from 
under the noses of old-established 
British competitors because they 
can promise and fulfil quota and 
delivery dates ahead of British 
firms. Also, the Germans make 
strenuous efforts to supply a com- 
plete after-sales service—some- 
thing which is noticeably absent 
where most British firms are 
concerned. 

The reputation which Great 
Britain enjoys as a producer of 
quality goods is to-day challenged 
in all but the most specialised 
fields by German  industry— 
which is itself faced by mosi 
discerning customers. The free- 
~ ty certain imports has pro- 
vi a further stimulus to 
German quality production since 
the home industry finds itself 
in competition with foreign 
manufacturers. 

The fact is, however, that 
German goods very often look 
better than they are. Accordin 
to L. Peter Phillips, manager o' 
Downtons’ German office, the 

@ Continued on page 652 
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CORPORATION LIMDIED- LONDON - SALFOH 


A view of the Drupa fair held last month in Dusseldorf. Such 
events afford good opportunities of meeting potential customers. 
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From October, at the same pepulox price 1/6 


The success of the first two issues—and advertisers 
' report that they shared this success fully—shows that 
readers of House Beautiful form a ready-made and 
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: the Finst mouthdy issue in October 


Colour, July 20th. Black and White, August 10th. 
REPRODUCTION: 

Gravure. (Covers: Letterpress.) 
RATES: 


Unchanged at £125 ordinary position, 
black and white; £175 full colour 


THE NATIONAL MAGAZINE CO. LTD., 28/30 GROSVENOR GARDENS, S.W.I SLO 4591 
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Please tell 


the girls... 


# WATSON- 
2 BROWN 


Fd Please tell the girl who sends out 
. x the vouchers, and the invoice typist, 
3 and the girl who keeps the mailing , 
J list, and the one who sends out the 
— copy requests. 
re You, sir, should have received a note 
of our new address; please make 
sure your secretary has it. And would you 
bee ask her to alter the Advertiser's 
a Annual? That's fine. Now everybody 
a will know where to find us. 
4 
cs 
a 
. OUR TELEPHONE 
re NUMBER REMAINS 


CENTRAL 0838-9 
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@ FOCUS ON GERMANY -continued 


German customer is very “finish” 
and “design” conscious and 
naturally manufacturers exploit 
this weakness. The failure of 
British design to adapt itself to 
continental taste is a handicap, 
which can only be overcome by 
the best advertising to offset this 
lack of visual appeal. 


The wrong platform 


Secondly, in Germany,, a8 in 
other countries, the advertising 
employed by British exporters is 
frequently built on the wrong 
platform. The slogan which 
pulls at home seldom has the 
same effect in a foreign country 
—slogans do not translate and 
humour cannot, mostly, be trans- 
ported. Copy, in content and 
appeal, must be native.to the 
foreign market for which it is 
written. 

To a degree the British fail in 
the style of advertising they 
adopt and in some cases, from 
the German point of view, are 
strangely reticent about showing 
their wares abroad. 

Apart from the inevitable 
stand of samples of tweeds 
and cloths, Britain is rarely 
represented with any promi- 
nence at German fairs. Thus 
Britain remains, in German 
eyes, an island populated by 
phiegmatics, who rely on their 
product selling itself without 
any promotional help from 
them 


Value of fairs” 


The international fairs held in 
Germany afford good oppor- 
tunities of meeting potential 
customers. Not oy are they 
important for the domestic 
market themselves, but they 
attract a considerable number of 
overseas buyers. Participation in 
these fairs is an expensive busi- 
ness, but it is unwise to neglect 
them and there are a consider- 
able number of such events held 
in Western Comey The follow- 
ing are of particular interest:— 
@ Hanover (once yearly for 
engineering and machinery). 

® Frankfurt (twice yearly for 
consumer goods, particularly 
textiles). 
®@Cologne (twice yearly for 
consumer goods, particularly 
household appliances). 

®Cologne Photokina (once 
yearly for cinematographic 
and photographic equip- 
ment). 
® Cologne Anuga (once every 
two years for foodstuffs: last 
held in 1953). 

® Dusseldorf Radio (once every 
two years: last held in 1953). 

® Dusseldorf Drupa (held in 
1952 and again last month 
for printing and paper 
trades). 

® Offenbach (once yearly for 

leather goods). 

® Pirmasens (once every two 

years for shoes and shoe 
making machinery: last held 
in June 1953). 

Despite an overall picture of 

sales resistance and lack of sales 


oo 
} Trade with Germany } 
HE British and German} 
Governments are con- 


? vinced that international trade 
follow 


means to create smooth rela-} 


tionships between commercial ¢ 
communities and to avoid; 
politico - economic tensions, 
With this conviction in mind 
neither Government intends 
to pursue any policy of pro-+ 
} viding open or concealed sub- 
}sidies to exporters, and they , 
both consider that artificial 
}measures of aid to exporters? 
which in the result tend to 
distort the normal pattern of ¢ 
competition should be abolish- | 
ed as soon as possible.” 


effort, there remain real chances 
for British products on the Ger- 
man market. The need for good 
advertising adjusted to German 
standards, and concessions to 
finish and design are the primary 
factors which can contribute to 
British success in the German 
market. 

Co-operative advertising is 
spreading in Germany. Recently, 
the West German Association 
for Men’s and Boys’ Clothing 
resolved to carry out com- 
bined advertising for ready- 
made clothing. A committee has 
been formed for working out 
plans and suitable slogans. Ad- 
vertising is envisaged in news- 
papers, magazines and fashion 
shows. 


Paying for advertisements 


Another group preparing co- 
Operative advertising embraces 
carpets, furnishing fabrics and 
curtains. A small percentage of 
their turnover is being set aside 
by the participating firms to 
cover the cost of widespread 
press advertisements. All firms 
of the industry and trade are 
contributing funds for advertising 
in newspapers, 

The West German cotton in- 
dustry is likewise considering a 
big co-operative campaign in 
order to increase sales of cotton 


In the sphere of press adver- 
tising the advances have kept 
abreast of the spectacular re- 
covery of the German economy. 
Dailies show a huge advertising 
turnover. 

Undoubtedly this is a market 
of value to British exporters. As 
a recent Board of Trade Journal 
report puts it: “Increased activity 
and employment in almost all 
branches of industry suggest 
more spending power and more 
imports, .. . 
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2 USED THE 
\ 
YS BATH TEST 


Sally Lunn’s bakehouse is still 
- standing in Bath, a reminder that Sally was probably the 
first manufacturer to use Bath as a test area for a product 
which afterwards swept the country. What Sally did then, 
= can do even better today. For modern conditions 
ave made Bath, and the surrounding countryside, into 
a perfect cross-section of the British Isles. The leisured, 
the retired, the professional; and the industrial classes 
ome are all represented in proportions that correspond closely 
“i to those of the total population. And what makes Bath an 
even better proposition for the canny space buyer is that 
PL08 PP et ae ed y 


it can be covered easily, and with no “ overlap,” through 
the Bath Chronicle at-9/- per S.C.1. It is the only evening 
paper printed in Somerset, and 34,000 copies are sold every 
night—14 copies for every house in the city and throughout 


the County and Wiltshire. 
| MEER AND WILTS 
\2 45 COO AND HERALD 


Get full details from 
The Advertisement Manager, 134 Fleet Street, London E.C.4. Central 2767. 


' _ 

LET’S TALK BIG! 

For exhibitions and mural decor- T RAP f A & X 
ations there is nothing so striking, 
nothing so effective and nothing FOR TRANSFERS 
so convincing as Photowork giant \ 
enlargements. 
Giant enlargements made by 
Photowork have the sparkling 
highlights, the luscious shadows 


and the full range of tones of the 
original. 

Photowork enlargements have 
that extra quality. 


otowarle!!” Service 
photowarl. and quality 


73 BAKER ST., LONDON, W.I. Tel: WELbeck 0938 


Head Office & Works : BRIGHOUSE, YORKSHIRE. Tel : Brighouse 1240 Write or phone: TRAPINEX LTD 
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ROYAL AIR FORCE 
FLYING REVIEW 


ESCADE FROM SLAM 
THEY FLY V-BOMBERS 


DEMON : Excivstve Devaits 


The Royal Air Force 


FLYING REVIEW 


ADVERTISEMENT PAGES are 


FULL 


AUGUST 
SEPTEMBER 


Yes— completely SOLD OUT! 


Not another s.c. inch 


available | In the comparatively “‘slack’’ months of August 


and September too! 


That, you must agree, is adequate proof of the faith of 
advertisers in the pulling-power of this lively monthly, of 
their satisfaction with it as an active all-the-year-round 


selling medium. 


And the circulation is increasing too! The print order 
for the September “Battle of Britain” issue is 110,000 
copies—a bonus of 40,000 copies at no increase, at 


present, in space rates. 


To find out what it is about R.A.F. FLYING REVIEW which 
fills both readers and advertisers with such enthusiasm, 
send for a copy now, just telephone CHAncery 8844—and 
then decide to commence YOUR campaign in the October 


issue. There's just time, if you hurry! 


Royal Air Force 


FLYING REVIEW 


The Journal of the Royal Air Force 


180 FLEET ST., LONDON, E.C.4. 


TEL. CHANCERY 8844 


CORRESPONDENT has 
asked me to deal further 
with some of the problems 
arising out of copyright, and 
as it is difficult to summarise 
his questions, it is probably 
better to deal with his points 
one by one. 
First, he puts this position. A 
simple "advertisement is = be 


of illustration and — . 
based on normal vatiaing 


agency practice, the illustration 
is drawn for the rough in their 
studio and the copy is written by 
one of their copywriters. When 
the advertisement is approved it 
may well be that the finished 
drawing is put to an outside 
studio and in the end the client 
pays for the rough and the 
finished drawing, either separ- 
ately or collectively, Whose is 
the copyright? 

Let us dispose of the em- 
ployees in the first agency, 
whether copywriters or artists. 
The Copyright Act 1911 is quite 
clear about their position, Where 
an author (and for these purposes 
the expression “author” includes 
artist) is in the employment of 
some other person under a con- 
tract of service or apprenticeship 
and the work was made in the 
course of his employment by that 
person, the person by whom the 
author was employed is, in the 
absence of any agreement to 
the contrary, the first owner of 
the copyright. 


Claim of employees 


Therefore, in the present dis- 
cussion, we can consider that 
none of the employees of the 
agency, or outside studio, has any 
claims to copyright. 

What must next be decided is 
whether or not the artwork is 
truly original. The question 
states that the “original” rough 
was created in the first agency. 
He may be using the word 
“original” here in the sense that 
it was the first drawing, but if it 
is original within the meaning of 
the Copyright Act, then un- 
doubtedly the copyright is with 


the first agency—so far, at any 
rate 
But it is not always to 


The only general rule is one 
laid down by Copinger, one of 
the foremost authorities? where 
the author has produced his 
result without reference to any 
pre-existing subject matter, then 
the result is clearly original but 
where the author has made use 


of existing subject-matter... . 


Copyright problems of 
advertising agencies 


By OUR LEGAL CORRESPONDENT 


it has to be determined whether 
he has done sufficient independ- 
ent labour to justify copyright 
protection for his result. The 
only way to decide this is by 


Our Legal Correspondent, 
a barrister who specialises in 


treated in strict confidence. 
Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 
Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


examination of every case on its 
merits, 

On the assumption, therefore, 
that the rough was an original 
piece of artwork, then the copy- 
right is with the first agency. 


The outside studio, obviously, 
has no claim to any copyright in 
the original rough, and it will 
have no claim to copyright in 
the finished artwork, unless it has 
contributed “sufficient independ- 
ent labour to justify copyright 
protection.” If it has, then a 
— of joint copyright exists. 

t is merely a matter of tidying 
up the first drawing, then it may 
be that insufficient independent 
labour has been put into the 
work and no new copyright 
arises. 

Finally, the questioner wants 
to know if, when the client pays 
for the rough and the finished 
artwork, the copyright becomes 
his? The answer is “No” unless 
the copyright is specifically 
assigned—and, of course, an 
assignment of copyright must be 
in writing. 

An interesting situation could 
arise if it could be held that: 
© There was copyright in the 

original rough, held by the 

agency, and 

© There was also copyright in 
the finished work contributed 
by the outside studio. 

If the client wishes to buy the 
copyright and wants it to be 
assigned to him he would be well 
advised to have both rights 
assigned to him. pinger 
argues, “if the derivative work is 
a work involving such skill and 

r sO as to constitute it a 
new original work the copyright 
in the first work and the deriva- 


tive work respectively are ble 
of being separately cesigned” 
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Is your product} . 


BELGIUM 


sold in 


If your product is a good 


consumer product well distributed and compe- 
titively priced, we can probably help you to 
make it a success in Belgium. We think so be- 


cause : 


1. 


Coverage 


Our two weekly women’s papers 
**Libelle”’ and “Les Bonnes Nouvelles’’ 
together offer you unrivalled coverage 
amongst Belgian women of all classes 
throughout the country. 


Information 


Very few newspapers or magazines in 
Belgium publish audited sales figures ; 
still fewer give information about dis- 
tribution. We give both. You know 


Full information from E. Cooper, 25 Burlington Street, 
W.1. (Mayfair 1044) or write to Advertising Director, 
36 Rue Van Schoonbeke, Antwerp, Belgium. 


exactly what you are getting for your 
money. 


3. Dual language 
Advertising nationally in Belgium means 
advertising in French and Flemish, 
Experience of publishing “Libelle’’ and 
“Les Bonnes Nouvelles’’ in both lan- 
guages has given us first-hand know- 
ledge - freely available to you - of this 
complex problem of dual language. 


Our two publications grow steadily in 
circulation so does the advertising we carry. 
But we are more interested in the success of 
our advertisers than in their number. We gladly 
offer full and frank advice on whether or not 
our periodicals offer the most profitable invest- 
ment for your product. 
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rf For warm, sunny holidays and a greater choice of IN j HE 
iP accommodation. You can be assured of a whole host 
s of things to do, to see and enjoy—there are excellent 
a3 entertainments and ideal facilities for every kind of 
$< sport. Here are a few of 1954's outstanding events. H 
: JUNE 
26-27 British Automobile Racing Club Rally and Midnight 
e. 28-3 July Sage tae Eee Toumnemest: The three evening newspapers of the Southern 
s Newspapers’ family are predominant in their 
‘i University Lawn Tennis—Oxford v. Cambridge respective fields and together offer a coverage 
* Quaint a ee unmatched in the prosperous South. 
% stbourne Sailing Club Annual R 
‘ Inter — Tennis--Combined No. Group (Men 
; pe yy Annual Dog Show. 
‘ AUGUST “ oe oe SOUTHERN DAILY ECHO 
Ag 9-14 Professional | oe Tenale Championships of Great Head Office: PORTLAND STREET, SOUTHAMPTON 
Ja ke 
fe Eastbourne Annee Rogatte. pate se Telephone 27272 
kd oe» Coe S The oldest member of the Southern Newspapers Family. 
ee, 25-26 Annual Flower Show — — Published in Britain’s premier passenger port with its 
: SEPTEMBER varied and ever-growing industries, the “Sout “er 
14 , Daily Echo” circulates throughout a large 
6-14 South of England Lawn Tennis Championships. Hampshire, Wiltshire and the Isle of Wight. es] a 
If you would like to know more about the town, and includes the — Gass vedpprmnan pee! ae. en woe 
would like a full list of events and all information about and many other important centres ae. 
—_, please ane to e Lesa age ay by Publicity, 
nformation Bureau, Eastbourne—he will pleased to 
a assist in any way. BOURNEMOUTH DAILY ECHO 
z Head Office: RICHMOND HILL, BOURNEMOUTH 
: Telephone 3000 
> a Bournemouth, Britain’s wealthiest seaside resort, Pu 
‘hs adjoined by Poole to ‘the west and Christchurch to 
a 14 CARDS / | east. The “Bournemouth Daily Echo” serves this 
My 4 vast and highly diversified conurbation as well as an im- 
3 A MI SDE AL portant hinterland in west Hampshire and east Dorset. 
2 N 
; DORSET DAILY ECHO 
‘a Head Office: ST. THOMAS STREET, WEYMOUTH 
¥ % Telephone 804 
2 The “Dorset Daily Echo” provides the County of 
? Dorset with an unsurpassed news service. Weymouth 
pe is a favoured holiday resort and port ; nearby Portland 
ae with its famous stone quarries is also the base of the 
Pe Home Fleet. Inland is Dorchester, the County Town. 
ahaa The “Dorset Daily Echo” serves them all as well as 
t a the many smaller towns in this prosperous farming area. 
a 
ma | oi ga 4 rates and further particulars regarding cover 
q \ 1 gladly ven on application to the respective offices, to fo te 
i s Head Office : 
oN SOUTHERN NEWSPAPERS Lud. 
¥ ae ; PORTLAND ST., SOUTHAMPTON 
i § P or to the 
* A GOOD DEAL MISSED London Office: 69 FLEET ST., E.C4 
oe * Telephone CENtral 4352 
fay ‘ 5 
4% UNLESS YOU ADVERTISE 
: KENTISH EXPRESS 
HEAD OFFICE LONDON 
ASHFORD. 1184.5.6 CEN. 4481 
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‘Advertiser’s Weekly’ Market 
Investigation Team visit— 


THE SOUTH COAST 


687 


A rising population and more 
\, holidays=-a moneyed market 


The South Coast represents a market of great diversity. Apart from the resident population 
engaged in tourism, light industries, transport, agriculture and holiday catering, there is the 


HE area which we consider 

as the South Coast for the 
purpose of this survey com- 
prises the counties of Kent, 
Sussex, Hampshire and the Isle 
of Wight. The population of 
these counties at the time of 
the 1951 Census, as compared 
with the previous Census in 
1931, is shown in an accom- 
panying table. 

These figures reveal that, in 
the last 20 years, the popula- 
tion of the region rose by over 
one-fifth, as compared with the 
average for England and Wales 
of only 9.5 per cent. The in- 
crease was particularly marked in 
Kent, and further analysis of 
the Census figures reveals that 
this, in turn, was largely attri- 
butable to the gains recorded in 
certain London “dormitory.” 
towns. Between 1931 and 1951, 
27 areas of England and Wales 
recorded gains in excess of 50 
per cent, and three of these 
areas were in Kent. The towns 
concerned and their respective in- 
creases are shown below:— 


Percentage 
increase 
1931-51 
Chislehurst and 
Sidcup... 208.7 
Bexley 171.9 
Orpington ... 145.0 
In addition to the “per- 


manent” population enumerated 
above, there is, of course, a large 
“temporary” population in the 
shape of holiday makers, Accord- 
ing to a national holiday survey 
undertaken in November, 1951, 
with field work carried out by 
Social Surveys Ltd., about half 
of the adult population of over 
16 years of age went away on 
a main annual holiday in that 
year. Some 12.5 per cent went 
to the South and 13 per cent to 
the South-East, in which is in- 


“dormitory” area. 


cluded part of the area covered 
in this survey. 

Another characteristic of the 
region, in addition to the large 
“floating” population, is the fact 
that it is predominantly a rural 
and residential area. The den- 
sity per acre is comparatively low 
and there are relatively few large 
towns, features which call for 
special care and planning in mar- 
keting. Certain towns, however, 


suggest themselves as being 
suitable for choice as_ test 
areas :— 
Kent 
Bexley 88,767 
Chislehurst and Sidcup 83,837 
Beckenham 4,834 
Gillingham 68,099 
Bromley 64,178 
Orpington 63,344 
Maidstone 54,026 
Sussex 

Brighton 156,440 
Hove 69,435 
Worthing 69,375 
Hastings 65,506 
Portsmouth 233,464 
Southampton 178,326 
Bournemouth 144,726 
Gosport 58,246 


Clearly, the above towns vary 
considerably in their character- 
istics and, to some extent, illus- 
trate the diversity of the region. 


First, we have the extension of 
London's suburbs, represented 
by Bromley, Beckenham, Bexley, 
Chislehurst and Sidcup, and 
Orpington. Any campaigns in 
these districts must take account 
of their proximity to London 
and the influence of the Metro- 
polis on them in the form of 


advertising media, shopping 
habits, etc. 
Great passenger port 


The associations of the area 
with the sea are exemplified by 
Southampton with its great 
docks, but which has, however, 
diversified its activities by add- 
ing a light engineering industry 
catering for the needs of the 
aircraft industry (another branch 
of which is located not far away 
at Christchurch). It is, however, 
the function of Southampton as 
a great passenger port that still 
constitutes its chief claim to 
fame. Over half the passengers 
who travel to or from this 
country by sea do so via this 
port. Nearby is the mammoth 
Esso Petroleum oil refinery at 
Fawley. 

Portsmouth is more properly 
considered as a conurbation 
which comprises Fareham, Gos- 
port and Havant, in addition to 
Portsmouth itself. (Gosport is 
another of the towns which 
achieved an increase in popula- 


Population of South Coast counties 


1951 1931 Increase between 

Males Females Total Total 1931 and 1951 
" as | « x 
Kent.. ..| 743,839 | 819,447 | 1,563,286 | 1,219,273 | + 344,013 | 28-2 
Sussex 413.730 | 523.014| "936.744 "769.859 | + 166.885 21-7 
ants ‘| | -$85'365 | 611.252 | 1,196,617 | 1,014,316 | + 182.301 | 180 
Isle of Wight. . 44,552 | 51,042 | 95,594 | 88,454 + 7,140) Bt 
~~ Foams. | 1787 486 | 2,004,755 [3,792,241 | 3,091,902 | + 700,339 | 22-7 


(Source: 1951 Census). 
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HE marketing of a tel 
tan lotion forms the 
theme of this survey of the 
South Coast. About half the 
adult population of over 16 
years of age have been 


reckoned to go for a holiday. 
A high percentage go to the 
South Coast. 


tion of more than 50 per cent 
between 1931 and 1951.) Here is 
one of the famous names in 
British naval history, and the 
Royal Naval Dockyard continues 
to be easily the most important 
employer of labour. The town 
planners have been seeing to it 
that the re-building of the war- 
damaged areas is being carried 
out in such a way that the main- 
land will receive some of Ports- 
mouth's excess population, 

The Medway towns, having 
a combined population of some 
200,000, form another naval 
block, with Chatham famous for 
its great naval dockyards. 


Unique attractions 


We then come to the holiday 
resorts themselves, stretching 
from Bournemouth on the West 
right around to Margate, Herne 
Bay and Tankerton in the east. 
Each resort can claim to offer its 
own unique attractions, in addi- 
tion to fine beaches, bathing and 
sunshine. We should not over- 
look, however, the inland mar- 
ket towns, personified by Maid- 
stone and Canterbury, which 
draw shoppers from the watering 
towns and rural areas alike. In 
addition to the fact that they 
rely on the traditional habit for 
their custom, they also represent, 
as market towns, the agricultural 
centre of the county. 

The holiday industry, light 
engineering and the ports and 
dockyards are important aspects 
of the economic pattern of this 
area. We must, however, not 
lose sight of the fact that the 
industry of vital importance to 
the whole of the region is agri- 
culture. In Hampshire this ranges 


@ Continued on page 658 
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The Seuth Coast 


from dairy farming in the east 


| to large-scale corn growing in 


the north. In Sussex the em- 


| phasis is on dairy, poultry and 
| pig farming, and market garden- 


| glass. 


ing—both outdoors and under 
Fruit orchards perhaps 
provide Kent with its best-known 


) | farm produce, and closely second 


in importance are the hop gar- 
dens, which produce nearly half 


| the total crop of the country. 
| We must not omit reference to 


| portion of 


the extensive market gardening 
districts. 


Retired men proportion 


The age distribution of the 
population along the South 
Coast is often quoted in sup- 
port of the adage that the re- 
tiring Englishman heads towards 
the sea. It is certainly true that 
the region contains a higher pro- 
i retired men than 
Great Britain as a whole, par- 
ticularly in the case of Sussex, 
as is illustrated in the accom- 
panying table, which expresses 
the retired males as a percentage 
of the total number of males 
aged 15 and over. The coun- 
ties cited are the “administrative 
counties” only. 


ee ba joa 


An energetic holiday scene on the 
beach at Brighton. Holiday 
catering forms but a part, how- 
ever, of South Coast activity. Ai 
Southampton, for example, a 
light engineering industry, cater- 
ing for the needs of the aircraft 
industry, has been established. 
Nearby also is the vast Esso 
Petroleum oil refinery at Fawley. 


Great 


Sussex Hants Britain 


Total males ‘aged 15 and over 
Retired ; 


‘: ‘ll ns on 
population .. ae ay - 


224,000 243,300 17,817,300 
29,500 24,600 1,543,300 


13-:2% 10-1% 87% 


inch rate Pate = 
per thousand readers - 
in the area 


SOUTHERN WEEKLY NEWS 
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(THE SUSSEX GROUP) 4 


@ SOUTHERN WEEKLY NEWS 
@ BRIGHTON & HOVE GAZETTE 


An influential 
Weekly Group 
which completely 
blankets the 
growing areas 

of Sussex 


London Office : 


107 FLEET STREET 
LONDON =s«éE.C.4 


GHT 
Telephone CEN 2412-3 Telephone Brighton 27161 


The large number of older folk 
along the South Coast region 
may also be partly rooted in the 
general drift from the land, espe- 
cially during the inter-war years, 
because these counties contain 
some of the finest and most 
traditionally agricultural land in 
these isles. 


Holidays with pay 


We have already reminded 
ourselves of the large number 
of holiday resorts along the 
South Coast, and in connection 
with the marketing of a pro- 
duct in this area the increase in 
the number of workers receiv- 
ing an extra week’s holiday with 
pay is significant. Thus the 
British Travel and Holidays 
Association estimated that in 
1951 four million wage earners 
were granted this concession. 
Furthermore, a glance at the 
daily papers which publish the 
number of hours of sunshine re- 
corded at each resort will reveal 
that this region is particularly 
fortunate in this respect. 

Hard as it is to realise during 
the early months of our much- 
maligned summer, we do have 
quite a lot of sunshine and tem- 
peratures high enough to induce 
the most staid of us to remove 
jackets, collars and ties. It is in 
this reflective mood, and against 
the area background which we 
have so far discussed, that we 
consider the oy my offered by 
the South Coast for such an item 


a suntan lotion. Not only 
is this product peculiarly suit- 
able for the region, but it also 
affords a good example of the 
ingenuity required in marketing 
such a seasonal article. 

We will examine some of the 
features on which we should look 
to market research for guidance. 
Clearly, we should start by 
establishing the current extent 
to which suntan lotions are 
already utilised. This would give 
some idea of the current market 
position, but we should also wish 
to obtain some indication of the 
potential market, which may be 
much greater. 


Anything on the skin 


To do this with success we 
should probably approach the 
subject by inquiring whether our 
respondents use anything at all 
on their skin (a) to give it a 
better tar, or (b) to prevent or 
alleviate sunburn. e might 
well by this indirect 
approach that consumers are at 
present putting their faith in 
products bought for other pur- 
poses, ¢.g., a skin cream or tal- 
cum powder. The task would 
then be to educate the public in 
the use of a product which has 
been specially prepared for the 
specific purpose of taming the 
sun's rays. 

Having ascertained the current 
and potential usership for all 
members of the family, we 
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The Seuth Coast 


should next want to know who 
decides on what shall be bought. 
Is it left to mother? Or 
father think that he knows best? 
Concurrently, we should direct 
our questions towards eliciting 
whether the same product is 
used by all members of the 
family or whether, for — ge 
a special product or brand is 
bought for the younger children 
who are most likely to be sun- 
burned. 


Where is it bought? 


The buying angle also poses a 
question to which manufacturers 
of “summer holiday” goods are 
always anxious to have the 
answer, namely, is it bought at 
home, while the packing is be- 
ing done, or do consumers wait 
until they reach the holiday re- 
sort and thereby save themselves 
buying an extra little item at 
least_ until the weather has been 
tested? Or maybe it is one of 
those items that we always mean 
to remember, but usually forget! 
Confronted with the vagaries of 
an English July or August, our 
cautious folk may well prefer 
to wait until they can see 
sun, 

Summed up, therefore, it is 
reasonable to expect that a size- 
able proportion of sales will 
actually be made at the resorts 
themselves. 

Next comes the question of 
the type of shop from which 
such purchases are usually made. 
Chemists immediately spring to 
mind, but we must not fo 
the importance of “cosmetic” 
sales through grocers nowadays. 
Moreover, the seaside resort con- 
jures up pictures of those 
“general” and department stores 
which claim, often with ample 
justification, that they stock 
“everything for the beach.” The 
1950 Census of Distribution, 
which lists retail outlets by type 
for all towns with a population 
of 25,000 and over, can then 
be employed for a more detailed 
plan of campaign. 


The peak periods 


The inquiry conducted 
Social Surveys Ltd., to whic 
reference has already been made, 
besides confirming the popularity 
of the seaside, to which two- 
thirds of holiday-makers go, also 
gives details of when they go. 
Careful analysis of the peak 
periods for the rush to the sea 
will enable advertising to be 
geared to provide maximum im- 
pact on the maximum possible 
number of potential consumers. 

As indicative of the prosperity 
of the region, more than 200,000 
television licences were in force 
at the end of March, 1954. Not 
surprisingly, because of the area 
of reception and population fac- 
tors, the majority of these were 
concentrated in Kent. 

With our suntan lotion in 
mind, we must now consider the 
degree of support the area can 
give us for a local test or intro- 
ductory advertising campaign. 


As in this pier location photo- 
graph, the outlook for the South 


Coast region is bright. The 
number of workers receiving 
holidays with pay is continually 
increasing. And those who live 
in the area enjoy prosperity— 
more than 200,000 TV licences 
were in force last end-March. 


In fact, Sussex, Kent, Hampshire 
and the Isle of Wight are rich 
in well-established weekly news- 
papers (in illustration of which 
are local — published for 
150 years). If we exclude the 
Greater London area of Kent, 
there are 87 such newspapers 
available in the region (39 in 
Kent, 24 in Sussex and 24 in 
Hampshire and the Isle of 
Wight). 


Independent newspapers 


Eight groups or series, with 
circulations up to 150,000, can 
provide county coverage or 
coverage in some of the prin- 
cipal resorts and towns. The 
coverage afforded by the inde- 
pendent papers is likewise inten- 
sive in t important cities, 
market towns, holiday resorts and 
agricultural regions of this 
diverse area, reflecting the high 
readership per home of the local 
press and the prosperity of the 
Southern coastal counties. 

Because of the dense popula- 
tion factor, the weeklies are par- 
ticularly numerous in Kent. In 
Sussex and Hampshire, in addi- 
tion to the important wveklies, 
daily mornings and evenings are 
published in the main population 
centres, penetrating well into the 
county areas outside. 

These comprise a daily morn- 
ing and daily evening published 
in Brighton; an evening based 
on Hastings, which with the 
Brighton dailies forms part of 
a Sussex county group; an even- 
ing published in Portsmouth, with 
a strong city coverage which ex- 
tends well into the county; 


another at Bournemouth which 
also provides effective coverage 
@ Continued on page 660 
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Stretching from Bournemouth round to Tankerton are fine beaches 
representing an excellent market for a sun tan lotion. 


in West Hampshire; and finally 
an evening at Southampton which 
not only circulates intensively in 
this populous area but also 
covers a big part of Hampshire. 

The region, in fact, provides 
a number of groups and indivi- 
dual papers which, because of 
population covered, home cover- 
age and local spending power, 
are excellent for test campaigns. 
Furthermore, we must not lose 
sight of the fact that, while our 
observations are based mainly on 
ABC figures over several months 
of the year, it is reasonable to 
expect a significant increase in 
readership per issue during the 
peak holiday period in the many 
popular resorts. 

The cinema as an advertising 
medium in the South Coast re- 
ion presents several interesting 
eatures to the advertiser of a 


@ Continued on page 661 
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| This poster which British Rail- 
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; +. KENT: Area, 975,960 acres. 
, 


. 7 

The counties | 
surveyed =| 
HAMPSHIRE and the IsLe 
OF WIGHT: Area, 1,055,817 
acres. Main industries are 
agriculture, tourism, ship- | 
ping and _§ shipbuilding, 
aircraft, oil refining, naval 
and army headquarters, and 
railway rolling stock. All‘ 
along the Hampshire 
coastline the hotel and | 
boarding house industry { 
thrives in the summer 
months, particularly in the 
two big holiday resorts 
of Bournemouth and 
Southsea. At Fawley there 
is the largest oil refinery 
in Europe. , 


Main industries are agri- 
culture, paper making, 
cement, railway stock, ‘ 
coal mining, food pro-{ 
cessing, shipbuilding and 
repairs, tourism, brewing, ¢ 
and light engineering. 
Much of the population 
nts an extension of ¢ 


form a market of about | 
200,000. , 
te sussex: Area, 932,503 | 
acres. Main industries 
are tourism, agriculture, { 
market 
engineering, and railway 
stock. This county has 
an almost unbroken chain 
of holiday resorts which 
extends along the coast 
from Rye, through Hast- | 
ings, Bexhill, Eastbourne, 4 
Brighton, Worthing, Little- ¢ 
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The Seuth Coast 


product such as a suntan lotion. 
To quote from Cinemas and 
Cinema Going by Browning and 
Sorrell, January, 1954, “the rela- 
tive importance of the first and 
third quarters (of the year) 
appears to depend mainly on 
whether or not a particular region 
attracts many holiday visitors in 
the summer.” The principal sea- 
side resorts together had 21 per 
cent more admissions in July- 
September than the yearly aver- 
age in each of the three years 
under review. The effect of holi- 
day business is particularly 
noticeable in the Eastern, South- 
ern and South-Western regions. 
Apart from these qualifications, 
which may be attributed to the 
temporary migration of cinema- 
goers from one district to 
another, there appears to be no 
significant difference between the 
habits of people in town and 
country at different times of the 
year, 


Above the average 


“In all regions the average 
size of cinemas showing double 
features is much above the 
average of the single feature 
cinemas.” It is noteworthy that 
in the South only a few of the 
very smallest cinemas show single 
feature programmes. It is not 
altogether surprising, therefore, 
that in the seven Government 
Standard southern regions half 
the tutal admissions are to cine- 
mas in large circuits and less 
than one-fifth to independent 
single cinemas. 

To sum up, we have in the 
South Coast area a region which 
is partly a playground in the 
holiday months, but which is 
fundamentally prosperous be- 


En route to the cinema in 
Brighton. The principal seaside 
resorts of this country have been 
found to have a 21 per cent 
greater attendance at cinemas in 
the July-September period than 
for the yearly average. As an 


advertising medium the South 
Coast cinema is, therefore, worth 
a lot of attention. 


Conducting the London Press 


Exchange Litd., filmlet “recall” 
survey described in “Advertiser's 
Weekly” page 268, May 6. 


cause of its thriving agricultural 
industry, its ports and dockyards, 
and its diverse light engineering 
industries, and which, at the same 
time, is unique because of its 
relatively high proportion of re- 
tired residents. All of which 
represents a sum total of occupa- 
tions (active or retired), provid- 
ing a high standard of living and 
money to spend. 


Spotlight on 


Bournemouth 


HE GROWTH of Bourne- 
mouth over 100 years 
from a seaside village to “one 
of the finest resorts in the 


century, 
according to Ten Selected 
Test Towns, produced by 


W. S. Crawford Ltd. 

Its large and > 
hotels, fine shops, beautiful 
gardens, well-dressed women, 
gleaming cars, symphony 
orchestra (the only munici- 


point to one 
thing: here is a community 
that thrives on the better 
things in life and is prepared 
to pay for them. It has no 
factories and no _ industry 
beyond catering and enter- 
tainment. 

Every week throughout 
the summer Bournemouth’s 
population is increased by 
60 per cent. Annually the 
town welcomes two million 
visitors from all parts of 
the world. 

Since the war there has 
been a steady influx of firms 
from London into the main 
shopping centres—a_ further 
pointer to the importance of 
the town as an up-to-date 
selling area. In fact, it is in 
the business centres that the 
most significant expansion has 

occurred in recent years, 
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Packaging Survey 


such competitions 


TH announcement by the 
British Paper Box Federa- 
tion that there is to be another 
paper box and carton design 
contest is very welcome. Last 
year's event could fairly be 
judged a success although there 
were serious gaps in the ranks 
of the firms who entered their 
products. One hopes they will 
venture into the arena this 
year. But the real significance 
of the 1953 contest was that 
it was held at all. 

Clearly a number of lessons 
have been learned by the 
B.P.B.F, and there will be con- 
sequent changes in the classifi- 
cation of entries. Moreover, 
this time round there will be a 
deliberate and ractical en- 
deavour to bring the fact of the 
contest to the notice of the 

industry as a whole 
o ae nowadays it is a very 
big and a very important whole. 

‘r there is space at the next 
Packaging Exhibition (which 
al th at Olympia next January) 

| the entries rill be on show. 

that much space cannot be 
a then, at least, the winning 
cartons and boxes will 
featured on a stand which the 
B.P.B.P. have taken. 

In a sense, this is a sign of 
the times . . . and especially for 
advertisers. The harder the sell- 
ing in the retail market the more 
important the package. And 
with the advent of commercial 


Carton contest entries will 


be at the Packaging Show 


have been made to put on show at the next 
least the winning cartons in this 
Paper Box Federation. Our PAC 
success of 


's contest to be 


publicised abroad. 


television not very far round the 
corner, not merely must the 
package be so ed and 
coloured that it stands out on 
the shop shelves and in the win- 
dows—it must also be telegenic. 
Anyone who has seen a collec- 
tion of current consumer packs 
put over on to a_ television 
screen will have realised what 
travesties of “ Se ee con- 
tainers some of the most out- 
standing retail packages are 
made to seem. 


Advertising opinions wanted 
It is certainly to be ho that 
advertising men will follow the 
course of this contest with care 
and that they will form their 
own Opinions of the final evalua- 
tion of the entries by the judges. 
In the United States such con- 
tests have a regular place in oo 
advertising mdar and 
im grows continually. 
Phus. fe for example, the 1954 
Folding Carton Competition 
sponsored by the Folding Paper 
Box Association shattered every 
record set in the previous com- 
petitions held over the past nine 
years. About 58 per cent of the 
entire membership of the asso- 
ciation entered the cream of their 
year’s productions. That figure 
represents an 18 per cent increase 
in membership participation over 
the 1953 competition. As for 
the number of entries, went 
to 6,288—a more than 37 per 


Effective “large size’ displays for retail shelves can be built up by 


grouping the individual packs. 


organised by the British 
AGING CORRESPONDENT describes the 
in the United States and how they are effectively 


Exhibition 


cent increase over the previous 
year. 


Space in publications 


These American packaging 
contests gain international atten- 
tion and, of course; in so far as 
the winning packs are reproduced 
in foreign publications the pro- 
duct packed in the container 
acquires a useful amount of over- 
seas publicity. To cite but five 
known instances; Children’s 
Wear, in the July number, will 
carry illustrations of the winning 
F.P.B.A. packs appertaining to 
children’s clothing along with the 
reasons why the judges chose 
those particular entries; Men's 
Wear have done the same thing 
i connection with relevant 
et Confectionery Production 

ay issue, presented the winning 
packs in the confectionery cate- 
gory; the journal Verpakkinge, 
which serves the packaging in- 
dustry of Holland, is carrying 
a pictorial review of the entire 
contest, and South African Pack- 
aging & Sales Promotion gave 
over about three pages (includ- 
ing one of illustrations) to it. 
in this month’s issue S.A.P. & 
S.M. will carry a similar report 
of the 1954 Set-Up Paper Box 
Competition sponsored by the 
National Paper Box Manufac- 
turers’ Association of America. 

The comment of Confectionery 
Production on the value of these 
competitions is ful! on the target: 


stimulus of competition is 
ee in packaging as 


For THEIR high quality “super- 
lative blend” tea, J. Lyons & Co., 
Lid., — evolved a very attrac- 
tive pack. 

The  well- ropo 
(with Peat 


®@ Continued on page 664 


rtioned 
re-use” value) 


The new Innoxa pack. Agents 
are Osborne-Peacock. 


A package of three stockings is 
now being issued by Aristoc Ltd. 


Attractive packs for knitwear are 
possible with Diothene. 
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Directory of P.0.S. Services Available for 
1954/5 Sales Gampaigns 


All services are available singly or collectively. 


FIXING SERVICES 


The services of our experienced Advertising Staff are available at all times 
in the main cities and industrial areas, and periodically for country and 
coastal work. They are fully trained in the placing of all exterior and interior 
advertising at retail outlets, covering the use of paper, transfers, plastics, 
showcards and display units. Each team carries an expert in the use of glass 
and metal work. Decentralised control ensures a high standard of display 
and care of material. All teams are mobile. 

Point of Sale Display Division. Museum 2366 Extension 2. 


PIONEER SALES TEAMS 


The exclusive services of our Pioneer Sales Teams are available in all main 
cities and industrial areas for limited periods. Areas selected are fully covered 
by a concentrated system of map squaring and all pioneer sales operations 
are carried out in closest association with the client’s own sales executives. 
This is a most valuable service showing both immediate and long term 
ae sales figures. 

oint of Sale Pioneer Sales Service. Museum 2366 Extension 7. 


SAMPLING AND HOUSE TO HOUSE DISTRIBUTION 


With the return to normal competitive trading and the easier facilities for 
roducing sample packs, this work is becoming increasingly important. 
The Distribution Service is administered quite independently of Retail 
Advertising Services and employs a completely separate staff. Female per- 
sonnel only are used for distribution duties and are most carefully selected. 
All distribution and sample work is closely recorded and supervised. 
Point of Sale Sample Distribution. Museum 2366 Extension 8. 


DIRECT NEWS SERVICE 


A sponsored News Service giving controlled and certified distribution direct 
to the home, of interesting and readable news sheets built around the 
sponsored product or products. The service is complete from the initial 
planning to the final certified distribution in the selected areas. The contents 


pokes combine factual and pictorial information about the product, with interest- 
é we ing editorial features and suggestions relating to its use. It is the complete 
Se dia | answer to those who require a concentrated campaign in selected areas. 
OO BI 4 Point of Sale News Service. Muscum 2366 Extension 9. 
dbs. Seat ee 


PRODUCTION AND DESIGN 


Our design and production services for all printed advertising material are freely available either 
independently or in conjunction with our linked services. Our new plant at Dorking specialises 


particularly in the production of the nationally used “ Decalorex” Advertising Transfers of which 
we are the sole manufacturers. 


POINT OF SALE ADVERTISING LIMITED, 98, Wimpole Street, London, W.1. 


TELEPHONE: MUSEUM 2366, TELEGRAMS: .DECALOREX, WESDO, LONDON. 
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The New York Times The W. Post Olario de le Marine 
Cite Suomen Kuvalenti Neve Zurcher Zertung Svenska Dagbladet 
Oamerne Trouw La Prensa Zig-Zag Weekend Picture Magazine The 
Hyemmet Stockholms Tidningen Nassau Tribune Adressaevisen The 
Tidende Vue Suom Neue Zurcher Zeitung Montreal Star Got 
Stockhoims-Tidningen Trouw Hemmets journal The Washington P 
Universal Viiegwereid Aftenposten Weekend Picture Magazine Sydsv 
Damene The New York Times Bergens Tidende £! Espectador Hyemmet Ne 
Port of Span Gazette Weekend Picture Magazine Berlingske Tidende De 
Svensha Bogbladet Famvly Herald & Weekly Star Stavanger Aftenbiad 


Hyermmet Novedades Washington 2c it for Damerne Barbados Advoca' 


The Ni " je arina Aftenpaities gske Tidende 
Elite ert venska Dagbladet Ba ate Alt for 
Damer rouw La Pr ip Zag Weekend Pic ¢ Aftonbladet 


Hyemmet Stockhoims-Tidma@men Nassau Tribune Mices 
Tidende Uus Suomi Ni Zurcher Zerntung 

Stockholms-Tidningen Trouw Hemmets journal T 
Universal Viiegwereid Aftenposten Weekend P; 
Damene The New York Times Bergens Tidende 


ington Post Svenska 


Svenska Dagbladet Family Herald & Wee 


JOSHUA B, POWERS LTD. 
Moternational Publishers’ Representatives 


14 COCKSPUR ST., 
LONDON, S.W.! 
WHITEHALL - 3366 


Vest indan Rgyew The New Yo 
Cagb \ uor Zurcher Z enposten Elite 
Beri la Marine Ov te Trouw St olms ingen 
Ei Une nd Magazine Washingt Mt Aftonbladet 
ur 


ork Times Beriingske 
oteborgs-Posten La ingenerna 
v blader &1 
¢ Magazine Sydsvenska Dagbladet Ait for 
Espectador Hyemmet Neve Zurcher Zeitung 
Port of un Gazette Weekend Picture Vaguane Berlingske Tidende De Spiegel Aftenposten 

kly Star Stavanger Aftenblad Stockholms. Tidningen 


ADVERTISING GIFTS 


Our 1954 Catalogue illustrating many original 
items for which we have sole distribution, will 
simplify your search for a suitable gift. 


MAY WE SEND YOU A COPY? 


ACLAURI 
Specialists in Advertising Gifts 
106 BACKFIELDS, MOORHEAD, SHEFFIELD 1 


Phone; SHEFFIELD 25703 Grams: Girts SHEFFIELD 


FIRST on your schedule for a 
campaign to local government 


Teleph GRO 7452-3-4 


eg oven Advertising Offices, 21-22 GROSVENOR STREET, LONDON, W.!. 


TEXTILE 


| MANUFACTURER 


EMMOTT & CO LTD 31 KING ST WEST 
London Office: 50 TEMPLE CHAMBERS 


MANCHESTER 3 
TEMPLE AVENUE - EC4 


“Tris 


The new Haven rice package (at 
right) is both easier to handle 
and to see. 


carries a white paper display 
wrap printed in red, black and 
grey. A transparent over-wrap 
of “Cellophane” cellulose film, 
secured by an embossed, yellow 
and gold adhesive label, gives 
gloss, appeal and protection. 

The printed paper wrap is 
applied in two pieces. The first 
is placed over the lid and extends 
an inch or so down the sides 
of the tin, being fastened 
by adhesives. The second 
overlaps this, sliding on the 
tin in the form of a sleeve 
and the two together give the 
effect of a single, smoothly joined 
paper over-wrap. Printing on 
the sides and top of this wrap 
includes the Maison Lyons brand 
name and directions in the “art 
of tea making.” The brand name 
is repeated again in an heraldic 
outline on two of the sides. 

1 * a 


ADDED SALES appeal and the 
elimination of soiling which 
often results from handling by 
retail staff and customers are 
among the benefits derived from 
the use of Diothene (polyethy- 
lene) for packing knitwear gar- 
ments. Manufacturers of these 
garments are tending to regard 
transparent wraps with favour 
because it enables a customer 
to see the garments (including 
their colour and pattern) at a 
glance. 

Diothene is tough and un- 
affected by the heat of showcase 
lighting. It also serves as a 
wy ny moth-proof rment 

g for the customer. Flexible 
Packaging Limited are the manu- 
facturers. 

* * * 


_ A Packace of three stockings 
is now being issued by Aristoc 
Ltd., who declare that women 
will no longer need to depend 
upon “a mere pair of nylons.” 
‘Mistique,’ latest product of 
Aristoc prepared exclusively for 
the home market, brings an 
extra stocking in case of emerg- 
ency. A pair to be worn and a 
spare for the handbag. Here is 
the simple provision for that un- 


| foreseen accident, that awkward 


A new type of case for their 
“Philishave”’ dry shaver has been 
introduced by Philips Electrical 
Ltd. Ideal for the traveller, the 
case is specially designed to take 
the article, complete with adaptor 
plug. A securing strap holds the 
lead in a neat coil. In a shade 
of grey, the case is fully lined. 


car door, the unexpectedly sharp 
furniture. . . .” 
The “Mistique” trio comes 1 
a distinctive black and gold box. 
a * a 


AN IMPORTANT step has been 
taken by Alfred Bird and Sons 
Ltd., in presenting their “Jell-O” 
table jellies to retailers in strong 
bulk packs of “Cellophane” 
cellulose film containing 12 indi- 
vidual! cartons. 

Further, they have used 
this method in an imaginative 
way so that the tempting and 
colourful illustrations on the 
cartons combine to give a total 
effect of three complete jellies 
surrounded by fruit. An effective 
display piece for the retailer's 
shelves can thus be composed 
with ease. 

The cartons are collated and 
overwrap by hand in the 
sheet of moisture-proof type 
“Cellophane,” the necessary heat- 
sealed joins and folds being made 
along the sides and top of the 
bulk unit. This ensures that 
nothing impairs the visibility of 
the printed cartons on both face 
and back of the assembled unit. 

ok ca * 


THe Haven series of food 
products is now being retailed 
in packs designed by Richard 
Lonsdale-Hands Associates. The 
new package for rice (one of the 
series) is easier to handle and 
stack than its predecessor. More- 
over, it is stronger and easier 
to look at. The contents are 
displayed through a neat rect- 
angular transparent film window, 
set off by the body of the pack 
with its small white check on a 
blue ground, The package is 
printed in three colours and these 
are used to good effect in the 
lettering of the brand name and 
of the product. 
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Display produced for ea ES A good product deserves good presentation. 
Adverting (0h, fir Uair\eiuie Let Priestleys help to SELL your product by first rate hard- 
Messrs. Linread Ltd. 

hitting displays, in any size or quantity. 


® Prie stleys a 


Commercial Rd, Gloster 2281-4 9 Buckingham St.,E..2.Tka 4277-8 - Birmingham Cen. 1941 - Manchester Cardiff 
: am ger “Neel 
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Review of Advertising Films 


How to introduce the 
product with subtlety 


O-OPERATION as well as 

competition is not so rare 
among film sponsors. The 
facilities of a factory, its pro- 
ducts and services are often 
loaned freely and without 
thought of recognition. 

Yet Aristoc Lid, makers of 

lon stockings, have in “Design 

or Fashion” gone a step further 
in dedicating this attractive 
Kodachrome film to fashion 
designer Mattli and the Incor- 
porated Society of Fashion De- 
signers. 

Here is a film which is not 
about nylons (as one might ex- 
pect), but about the creation of 
a model dress from the first 
sketches until its appearance on 
the model. Like all creative 
forms of work, it is a fascinating, 
painstaking process demanding 
infinite care and devotion from 
fingers of consummate dexterity. 
The “hands” give a truly unself- 
conscious performance right 
a this 17-minute film. 

Only when the model is finally 


By PAUL NUGAT 


created does the question of 
accessories to be worn come in. 
Then, quite naturally, Aristoc 
nylons make their bow .. . 
naturally, because this firm are 
concessionaires to the Incor- 
— Society of Fashion 
signers. 

Apart from showing the film 
to the trade, “Design For 
Fashion” will be shown to 
women’s organisations, where a 
warm welcome will be given this 
Stanley Schofield Production, 
which has an intelligent com- 
mentary and pleasing colour. 


cd * * 


ESPITE SUPPORT from the 
Minister of Works in the 
form of travelling exhibitions 
and lectures, prestressed concrete 
has not made as rapid an inroad 
into the building industry as the 
need to economise on steel and 
cut construction costs might have 
led Concrete Lid, to suppose. 
In “Prestressed Concrete” they 
have set out to educate engineers, 


architects, and manufacturers in 


no uncertain fashion. There will 
be very little that these audiences 
will not have learned of the 
fundamental principles of pre- 
stressed concrete vis-a-vis rein- 
forced concrete, of the cost 
differences, and of its erection, 
by the time they have sat —y 
this 25-minute film produced by 
Verity Films Ltd. 

Animated diagrams do a clear, 
crisp job of theoretical explana- 
tion, and some practical visual 
tests in which prestressed and 
reinforced concrete slabs are sub- 
mitted to weight tests to demon- 
strate the differences in deflection 
and cracking are easy to grasp. 
Not the least interestin uence 
in this comprehensive film is that 
devoted to the manufacture of 
prestressed hollow floor slabs by 
semi-skilled labour. There is 
also a final glimpse of 42-ft. long 
slabs and precast 60-ft. beams 
being erected on building sites. 

Apart from the occasional 
transport with the name of the 
sponsor, the film is free of 
advertising. 

* * * 


PRESTIGE film to impress 
women audiences is the 
objective behind Smedley’s Ltd.'s 
“Fruit of the Earth,” a film in 
which the venue aiternates be- 
tween the fruit farms in the 
neighbourhood of the factory and 
the factory interior itself. 
Shot in Kodachrome, fruit can- 
ning is seen as a highly mechan- 
ical process, in which university 


* Tests prove that screen 


Tom Hodge, head of the 
Malayan Film Unit, on his 
return from the First Asian Film 
Festival, displays the two awards 
won by the unit. The festival 
was held in Tokio last month by 
the Federation of Motion Picture 
Producers of South-East Asia. 


students and other seasonal 
workers are noted operating at 
top speed. Unquestionably the 
climax in this industry is the de- 
cision to begin picking. There is 
a day when fruit is just ripe for 
picking and immediate canning 
and once the decision has been 
taken, not a moment is to be lost. 


© Continued on page 668 


tei advertising captures the 


Us. attention of 95%, of all viewers 


PRESBURYS Service includes the 
production and display of Solus and 
Semi-Solus Films (no restriction 

on length or number of visuals or 
mentions of your product) 

and of the shorter Filmlet in cinemas 
all over Britain 


orm aee PRESBURYS 


for preference 


Member of the Screen Advertising Association and of the Association of Specialised Film Prod 
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TRADE MARK 


Advertisers are already 


benefiting from the pulling power of 
this outstanding medium 


AUGUST ISSUE ON SALE JULY 14 


Advertisement Director : 


Col. Archie Campbell, 39 Upper Brook Street, London, W.1 
Tel: Hyde Park 9521 
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ADVERTISER'S WEEKLY 


Reprinted from 


“Advertiser’s 
Weekly” 


THE ORGAN OF BRITISH ADVERTISING 
JUNE 3, 1954 


“Rlumper issues continue to 

make encouraging news. Re- 
cently the Surrey Advertiser pub- 
lished its biggest issue ever. It ran 
to 24 pages, and at eight columns 


to the page was larger than any of 


the pre-war seven column issues. 
Four pages were filled by an 
advertising feature ‘Guide to New 
Cars,’ and the paper carried a 
total of 125 columns of advertis- 
ing. This helped put the average 
amount of advertising in the issues 
of the Surrey Advertiser since the 


WILTON EVAM 


“A proved 
popular 
medium” 


beginning of March to well over 
the 100 columns a week figure. 

“The paper has proved a 
popular medium with motoring 
advertisers, and it was the success 
of earlier motoring advertise- 
ments that prompted the four- 
page feature. Three half-pages 
and a full page—the latter for the 
local Armstrong-Siddeley dealers, 
Clarke’s of Pirbright—have al- 
ready been used by motoring 
interests last month.” 


are It obviously pays to"advertise in the SURREY ADVERTISER — one 


of the best advertising mediums in the South of England. 


THE MERCHANDISE 
MARKS ACT, 1953 


This new Act has strengthened the 
law against false and misleading trade 
descriptions and trade marks. Goods 
labelled with descriptions, illustra- 
tions or other marks which were 
perfectly ne only a short time ago 
may now infringe the new law, while 
advertising copy may be similarly 
affected. 


There is only one comprehensive 
up-to-date guide to t whole 
subject-——Moulton and Langdon-Davies 
on the Law of Merchandise Marks, 
including the Merchandise Marks Act, 
1953. The price is 17s. 6d. net, by 
post 6d, extra. Order it to-day, for 
you cannot be sure you are dbeying 
the law unless you understand it! 


BUTTERWORTHS, 88 KINGSWAY, WC2 
Showroom: 11-12 Bell Yard , Temple Bar, WC2 


PLANNED 
PACKAGING 
WILLIAM W, CLELAND LTD. 


STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C2 HOLborn 252! 


«+. a symbol of 


| extensions at Stan- 
| ley Schofield Pro- 


editorial 
publicity 


by D. K. Winslow 


This is a book for business and 
publicity executives who want 
to keep the name of their product 
or company before the public. It 
tells simply, and entertainingly, 
how to reach the editorial col- 
umns of the trade and technical 
press with news that will be of 
interest to the public—thus bene- 
fiting both the public and the 
industry or firm which is the basis 
of the news story. The thousands 
of executives in thousands of 
fiertis—many of them small firms 
—who are not professionals at 
the game will find that this book 
will help them to “tell the world” 
whenever they have something 
interesting to say. 8/6 net. 


Sir Isaac Pitman & Sons Led., 
Parker St., Kingsway, Londen, W.C2 


© AD FILM 


—continued 


Margaret Gibson, 
who features in 
‘*Design For 
Fashion” is seen 
here with the 
producer Stanley 
Schofield and 
Ronnie Marsh of 
Aristoc Ltd., at the 
opening of the new 


ductions Ltd. 


With a running time of 22 
minutes, “Fruit of the Earth” 
roduced by Aims of Industry 
Film Productions, achieves what 
it sets out to do—namely, to 
impress the housewife that she 


| is getting a quality product with 


the brand name of the sponsor. 


of ae 
NTIL_ recently only the 
United States banking 


houses have seen fit to enter the 
recruitment field for good quality 


“green” labour by sponsoring 
films to attract their school- 
leavers. But, with “A Worth- 


while Career” the Provincial 
Bank has beaten its British com- 
petitors to it. 

Ine this well-acted, persuasive 
yet candid film we see a career 
prospectus being laid before a 
father and son a bank 
manager in a manner that the 
best illustrated brochure could 
hardly hope to equal. 

The bank manager is portrayed 
as having restrained and polished 
enthusiasm. The father expresses 
a natural concern for his son's 
future and general welfare and 
asks solicitously whether he will 
have to live away from home. 
This is the cue for the Provincial 
Bank to exhibit one of its hostels 
and its social facilities. 

The territory for showing this 
20-minute film produce by 
Aims of Industry Film Produc- 
tions will be schools and youth 
clubs. 

* cd a 
ITHOUT having seen all the 
six films produced by the 

Productivity Council, one can at 
least say that “Men At Work” 
deserves industrial attention. 

Based, presumably, on an in- 
cident out of George Kent Ltd's 


( FILMS _) 
of INDUSTRY 


DAN FISH EXECUTIVE PRODUCER 


Over thirty years’ 
experience 
producing 
TECHNICAL, INSTRUCTIONAL 
AND ENTERTAINMENT FILMS 


PATHE HOUSE, 
133 Oxford Street, London, W.1 


= GERrard 0903 ny 


long history of sound labour re- 


lations, and filmed on_ their 
a this film depicts the 

uman problem of trying to sell 
time and motion study to a 
worker, whose memories of tur- 
bulent labour-employer relation- 
ships have carried through into 
to-day’s quite different situation. 
At a time when the contribution 
of the individual is in danger of 
getting less than its fair share 
of recognition, it is healthy to 
note that one inadequate output 
rate can spoil the entire effort 
and lose a firm an important 
contract. 

The producers, World Wide 
Pictures Ltd., score a trium 
with the people they selected for 
the roles of manager, shop 
steward, and “difficult” worker. 
Running time is approximately 
30 minutes. 


Mads WE PORE 


own 
réA 
* 08 Od 


TIE-UP with local industry 

was arranged by G. W. 
Watkins, general manager of the 
Select and Pavilion cinemas, 
Chelmsford, for the showing of 
the Warwick Film Production 
“Hell Below Zero.” 

Several sequences in the film 
feature radio and radar equip- 
ment on board whaling ships. 
Mr. Watkins learned that the 
equipment actually used in the 
film was supplied by the Marconi 
International Marine Communi- 
cation Co., Ltd., and made in 
Chelmsford. He obtained the 
loan of a ship's radar unit and 
displayed it, together with stills 
showing Alan Ladd using the 
Marconi radio in the film. 

The radar, with its moving 
pattern of light, aroused a lot of 
interest among the patrons, many 
of whom work in the factory 
where the equipment’ was 
produced, 
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Public Relations 


Meet the foreign agents 
at exhibitions abroad 


Effective public relations are essential if this country is to hold 


its own in the field of foreign competition. 


In this article 


Vv. W. DURTNAL, advertising manager, Trico-Folberth Lid., 
describes a recent pan-European exhibition tour. 


ELLING abroad is the pro- 

fessed aim of most British 
manufacturers and indeed the 
success of our export drive is 
most heartening. There is, 
however, more to export busi- 
ness than the exchange of 
goods and currency—effective 
public relations are essential 
if we are to retain our good- 
will and increase our business 
against intensified foreign 
competition. 

Exhibiting abroad at fairs and 
exhibitions offers, without doubt, 
a fine opportunity for coming 
into contact with foreign custo- 
mers and giving them an idea 
of the background of a business, 
its products and its personnel. 

As manufacturers of motor 
car equipment, Trico-Folberth 
Ltd. have made a big drive for 
foreign business in this way by 
taking their own exhibition stand 
in their own truck to Continental 
motor shows. Since 1948 we 


have exhibited at 21 foreign 
shows and since last January 
have set up our own display in 
Brussels, Amsterdam, eneva, 
Stockholm and Turin. 

Quite apart from the normal 
benefits to be gained by = 
ticipating in exhibitions the effect 
this idea has had from a public 
relations point of view is extra- 
ordinary. Our foreign agents are 
most appreciative of and highly 
flattered by the appearance of 4 
full scale exhibition stand to sup- 
port their efforts. The most 
common practice is to leave them 
to squeeze a small display on 
their own stand for all their 
clients. 

During the course of the show 
our agents are instructed in the 
latest developments in the com- 

ny’s products and sales con- 
erences are held at which future 
policy is discussed and selling 
problems solved, The exhibition 
stand is used primarily as a base 
from which to do business and 
visits are paid to all leading 


customers by the export manager. 
Close personal relations are built 
up. In addition the works man- 
ager, chief engineer, sales 
engineer, production manager, 
pu licity manager, etc., all make 
requent visits to foreign shows 
and so help establish contact with 
the client and gain a more 
sympathetic understanding of his 
requirements. 

Above all the managing direc- 
tor visits all foreign shows so that 
from a public relations point of 
view every courtesy can be ex- 
tended and as far as export is 
concerned top level policy rulings 
given. 


Growth of prestige 


To the average show visitor 
the Trico “travelling” stand is of 
unusual interest and in the com- 
mercial life which goes on behind 
the scenes the company’s prestige 
has grown with each successive 
presentation. At the same time 
it has been possible to observe 
the customs and desires of both 
customers and com The 
foreign press is always advised 
of the visit of the mobile ex- 
hibition unit and is usually 
keen to review its participation 
in the show. 

As a result of this policy we 
have considerably increased our 
export business and grea 
strengthened relations with 
foreign buyers. 


The exhibition 
stand has come to be regarded 
not merely as a booth for the 
routine taking of orders but as 
an opportunity for fostering a 


It’s a good job 
we asked HIM along! 


Catalogue, showcard, 
leaflet or packaging 

as long as its production 
involves the use of 


some kind of paper or board, 
you will find it pays to call in 


Spicers Paper Consultant 
at the planning stage. 


speak to 


Telephone; CENTRAL 4211 
19 New Bridge Street - London EC4 


ADVERTISER'S WEEKLY 


At the Turin Motor Show a 
golden key was presented to 
Paul N. Matton (left), managing 
director of Trico-Folberth Lid. 
to commemorate the occasion of 
the firm's 21st foreign exhibition 
in six years, The picture also 
shows the celebration cake bear- 
ing the “Trico” name in icing. 


closer understanding with our 
customers overseas. 

Although the prices and 
delivery dates of our forei 
competitors are big factors for 
all manufacturers to overcome 
the fact remains that, in our 
experience, “Made in England” 
has not lost its appeal abroad. 

It is also our conviction that 
good public relations will help 
to keep the custom of the 
many people abroad who want 
to do business with Great 
Britain even when all other 
considerations are not equal. 
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BLACKPOOL’S 
HISTORIC ROLE 


so successful and enjoyable? It was 
from Harry Porter, the town’s 
director of publicity, that I learned 
that Blackpool led the field in seek- 
ing Parliamentary powers for adver- 
tising on hoardings—no less 
75 years ago. Thanks to this go- 
ahead spirit, the Mecca the 
North now accommodates some 120 
conferences a year. : 

There is real buccanecering quali 
about the true story of one 
Holland who in 1870 had £10,000 
worth of carpeting laid down in the 
Winter Gardens and then, by means 
of 72-sheets, invited all and sun 
to “come and spit on Bill Holland's 
£10,000 carpet!” (Perhaps Sir 
Stephen Tallents had this in mind 
when he pleaded for more reticence 
in advertising!) 

In my London ignorance 
assumed that a native of Blackp 
is a Blackpudlian. He is, believe 
it or not, a Sandgrown'un (to dis- 
tinguish him very sharply from a 
native of Southport, who is a Sand- 
rounder). r. Porter should 
now, because he is one of the 
former. He started as an office 
boy in Blackpool's publicity depart- 
ment, left in 1935 to become pub- 
licity officer at Morecambe and 
returned to Blackpool two and a 
half years ago. 


* * * 


"THE weather for the conference 
belied its early promise. Monday 
was so fine t I regretted being 
in the train to Blackpool when so 


makes a hobby of — 
cocked an ex eye at the 
weather and thought otherwise. 
Well, I can’t always be right! Any- 


way there was a spell of good 
weather on the W * 


* * * 


QNE sign of the important status 
of the conference was the number 
of directors or secretaries of other 
publicity associations who were 
present to keep H. H. Mallatratt 
(B.P.A.A, secretary) company. 
They included L, E. Room (Adver- 
tising Association), Drummond Arm- 
strong (Institute of Incorporated 
Practitioners in Advertising), Alan 
orth (Incorporated Society of 
British Advertisers), W. J. 
(Solus Association), P. H. 
(Master Sign Makers’ Association) 
and Bernard Moss (Electrical Sign 
Manufacturers’ Association). 


* * * 


"THERE were two social functions 
on Tuesday evening. Before dinner 
we were all invited to a reception 
given by fe Meachedter Poster 
rvice, Ww . J. Bleakley, 
head that company, and Norman 
Gardner, the associated Walter 
Hill group, were kept busy receiving. 
a - - = —— 


ok ADVERTISING MANAGER’S CORNER ; 


“B.B° 


Next to b.o., the worst thing an Advertising Manager 
can suffer from is “b.b.”—the dreaded baseline 
blues that get you when the opposition has you 
pegged down at the back of the court with a 
brilliant eye-catching display that you can’t answer. 
It’s even worse than tennis elbow for putting you 
off your game, but fortunately the Harris aces can 
pull you out of it. If you’re tired of listening to the 
crowd cheering the other fellow while all you get is 
cat-calls, why not approach the old firm for a little 
coaching? You'll be surprised at the smashing 
service they put over for “ b.b.” sufferers. 


distinctive showcards, clever cut-outs by 


HARRIS 


FIRM WITH EXPERIENCE 


THE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel: REGent 3295-6 
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HUGE RETURNS FOR 
SMALL OUTLAY 


ception, where the “receiving” was on the rates and attracted something 
ormed b the Mayor of Black- like seven million visitors. Over 
1 (Cr. Will who is over 20 per cent of the appropriation was 
), the Mayoress and H. Barrett, So re eS aa 

who has succeeded Ald. Sidney if that percentage were in- 

Brown as president of the Associa- creased the number of visitors 

tion. would go up immensely! 

| TOP TABLE AT POSTER MEN’S DINNER | 


At the annual dinner of the British Poster Advertising Association in the 
peas Hall of Blackpool's Winter Gardens, |. to r.: Mrs. C. F. Harris, 


Lee (Deput 
(Councillor Will 
and Lt.-Col. A. M. W 
Practitioners in Advertising). 


Town Clerk, Black . Miss M,. 
), H. Barrett (president, B.P.A.A.), t 
ilkinson 


the Mayor 
Mayoress 


(president, Institute of Incorporated 
The two golf trophies, the Mills and 


Rockleys Cup and the Leicester Cup, were presented to the winners 
during the dinner. 


Incidentally, everyone was very 


pleased to sce Miss G. M. Kirby 
present. This indomitable little lady 
retired about a couple of years ago 
from the Association, which she had 
served so faithfully for 53 years, 
but she still turns up at the con- 
ferences—and long may she con- 
tinue to do so! 


* * * 


"TO RECALL their joint memories 
of the advertising conference in 
Blackpool in 1939, 8S. S. Wheeler 
(Presbury’s) and George Castle 
(T. B. Browne) went to have a 
drink at another hotel—only to find 
it closed! Steve Wheeler tells me 
that his house and garden at Rad- 
lett are shortly to featured in 
Good Housekeeping. The garden- 
ing achievements Mrs. Wheeler, 
who accompanied her husband to 
Blackpool, are, I believe, quite 
something. 

Incidentally, Dodson- 

‘ells, Mr. Wheeler's successor in 
transport advertising, was also 
among the delegates. 


Barrett in form 


"THE 380-odd people at the annual 
dinner in_the Spanish Hall of the 
Winter Gardens were treated to 
some first-rate speeches. The ex- 
cellent reply to the toast of the 
guests, by Lt.-Col, A. M. Wilkin- 
son (president of the Institute of 
Incorporated Practitioners in Adver- 
tising) was reported in last week's 
issue of this journal. H. the 
new president of the B.P.A.A., who 
peeps the toast, began his speech 

y Saying that he felt like an Eastern 
aye surveying his harem: he 
new what was expected of him but 
didn't know where to begin. 

But he certainly knew how to 
carry on. In the course of a 
brilliant speech that earned him 
many congratulations, he said that 
if cleanliness was next to godliness, 
detergent advertising must have 
earned some good marks up above. 
Advertising people, he said, had 
been accused of trying to cure ni 
Starvation, and he supposed t 
they would now be blamed for = 
ing to bring the Stork to 
housewife! 


U.S. postermen pool 
their know-how 


BRECENTLY back from an out- 
door advertising conference in 
Chicago C, (Speedway 
Sign Service) could not speak too 
highly of the way in which it was 
organised, nor of the willingness of 
the Americans to pool their know- 
how for the good of the industry. 
In the train on the way back he 
showed me some of the informative 
literature produced by the Outdoor 
Advertising Association there for 
its members; they were absolutely 
first-rate. 


Dublin’s Ad-Press 
Club chairman 


@NE MAN who made the transi- 
tion from insurance to advertising 
with considerable success, A. R. 

s been unanimously 
elected chairman of the Advertising- 
Press Club in Dublin. Before join- 
ing the advertising staff of Radio 
Review a few years oO, Mr. 
Thomas was with the Sun Life 
Insurance Company of Canada; he 
quickly settled into the advertising 
business and has been both success- 
ful and popular with his colleagues 
in Dublin. 

It was largely through his enthu- 
siasm that the club cloped the 
Press Players, who have presented 
several amateur productions of a 
high standard in blin theatres. 


WEEK’S WISECRACK 


a“ 


“He must be a good poster 
man. Look how quickly 
he got plastered!” 
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savignac 
herbert leupin 

jean colin |... 
donald brun 


Their services are as readily available as an Artist working here and we have sorted out the problems of 


roughs, the time element, payment and so on. LONDON. W.! 
These names are, of course, well known to every Art Director in the country, but if you would like to see a TELEPHONE: HYDE PARK 9941 


selection of reproduced specimens in colour we should be happy to show them to you. (SIX LINES) 


ARTIS? PARTNERS LED. 


44a DOVER STREET, 


You can obtain 
effects on 
Kodatrace 

| impossible with 
| other types of 


Selling to men. . 
To reach men in the higher income 
group—and aspiring young men who are 
heading that way—use MAN ABOUT 
TOWN. The readers of this new quarterly 
magazine are men of taste and discernment 
who represent a select audience for the 
advertising of quality goods. The Christ- 
mas Buying Number, to be published 
Nov. 19, closes for press Sept. 1. 


THE MAGAZINE FOR THE WELL-DRES 
PUBLISHED QUARTERLY. 


Advertisement Director : Keith Fraser SOLE OVSTANBUTORS 
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A NEW JOURNAL 


of progressive production practice 


‘PROCESS CONTROL’ 


COMMENCING OCTOBER 1954 


—a Monthly journal on the practical application 
of instrumentation and automatic control gear 
in industry. 

READERSHIP 


* PROCESS CONTROL’ will be written for users 
of this equipment; potential readers are General 
Managers, Works Managers and Engineers in 
over 12,000 large industrial undertakings. 

Single Copies 2s. 6d. Annual Subscription £1 10s. 
Order now from newsagents or the publishers. 


ADVERTISING 


* PROCESS CONTROL’ will appeal to an expand- 
ing but specific market never previously covered by 
a single journal: there is no waste circulation. 


RATE CARDS and full details on request. 


Publishers : 
THE COLLIERY GUARDIAN COMPANY LIMITED 
30-31 FURNIVAL STREET -§ LONDON - €E.C.4 
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We Hear 


More than 50,000 buyers from 60 
countries attended the fourth 
Mechanical Handling Exhibition 


* 

Sound Services Ltd., film library, 
report demands for 700 industry- 
sponsored films daily against 100 in 
1951. Sixty-five per cent are 
educational requests. 

a 


* 

Bridlington (Yorks) Publicity 
Committee propose to spend more 
than £2,000 on newspaper advertis- 
ing nm-xt year, an increase on this 
year’s sum. 

* 


Keystone Press — , been 
appointed sole official photographers 
to British Trade Fairs Ltd. a 
newly formed subsidiary of the 
Federation of British Industries, 
organising the Baghdad Fair. 


Dissed 


An application by British Rail- 
ways to display advertisements on 
the railway embankment at Diss has 
been refused by the local lon as 

- 

Out B 418 candidates i took 
the B.F.M.P. examination in print- 
nt. salesmanship, 357 were success- 

50 candidates obtained 80 per 
cent marks or more; seven got over 
90 per cent. 

* * * 


Advertising and public relations 
accounts are to be dropped, state 
Viki - Ltd. P ere Ed 
news, eature an photog 
services will be provided. 

a. * 


Volume illustrating shops in 
countries, to be presented to De 
Scholl to mark the golden jubilee 
of the foot service, was designed 
and produced by ward Bish 
with the co-operation of P. Collard, 
publicity manager. 


Safety series 


A series of 12 illustrated road 
safety instruction cards for children 
are ing issued by Achille Serre 
Ltd., dry cleaners, to customers. 
When four have been collected and 
the illustration coloured they can 
be exchanged for a cut-out model 

_ the firm’s yellow and black 
striped van. 

7 


* * 

Trym Display Services Ltd., of 
Bristol, and “‘Olro” Process Mount- 
ing Co., “. of Walthamstow, 
been elected full mem- 
bers ‘of >. D.P.S ‘4 A. 


Peter Hope Cities , been 
appointed public relations and press 
representative to Organon Pe 
tories Ltd. He will promote their 
hormone ennmaetis cream “Endocil.”’ 


* - 

Copies of in London Weekly 
Dian of Social Events are to be 
presented 7 the Royal Navy to 
the om two Swedish warships, 
5S. Tre Kronor and 
H.Sw. M S. Uppland, when 
visit this country la women. 

7 


Portsmouth a Sunderland 
Newspapers’ report for the year 
ended arch 31, 1954, shows a 


total amount available for distribu- 
tion, of £142,793, as compared with 
£130,238. A final Ordinary dividend 
of 6 per cent, making a total of 25 
per cent for 
mended. 


year, is recom- 


673 


Publications News and Notes 


Two weeklies 
amalgamate 


a. ho 
catty gt 
Newspaper Co cop Sak 


from K 
A fully ictorial conference 
bulletin, published by N 
New: for the sixth year in 
succession, was distributed to dele- 
gates and visitors each evening at 
the National Federation of Retail 
Newsagents’ Conference gid last 
week at Buxton. Pictures taken on 
aw ¥ 4 of publication were included 
Pulletins, which were 
a. by the Derbyshire Printing 
Co., Ltd. The blockmakers were 
the ar gas Co. 


The on Pm 4 of British Tex- 
tiles is to be published as part of 
Times W a on July 

8. It will have 1 


Back to tee 7 


The Yorkshire E r 
York, is again being publis as a 
broadsheet after several years as a 
folio size paper. The first issue in 
the new size comtuned “ms pages. 


* 

First issue of Freight , the 
new weekly newspaper published by 
Blandford Publications Ltd., carried 
oodwill messages from Alan 

NNox d, Minister of Trans- 

and Civil Aviation, and Sir 
iles Thomas, chairman, B.O.A.C. 
ng * oh 


Cargo grey Directory and 
Review, 1955, to published next 


spring by Terminus Publications 
Ltd., in addition to listing manu- 
facturers of cargo handling equip- 
ment and accessories, will also re- 
view the progress made towards 
mechanisation of cargo handling. 
ok ” * 

First issue of Blighty with a four- 

colour cover is published this week. 


Its 36 pages include nine pages of 
advertisements. 


& ok oe 
Last week's issue of the Surrey 
Advertiser carried two whole-page 
and two half-page advertisements— 
a ee. 


Drem, 
ateais ‘hoped “that Drum, | the 
rican monthly -> > or non- 


whites, re’ ne by South 
African Morning Newspapers Ltd., 
will in time be rt fortnightly. 
* * 
Competitors losis is looki 
for a “Miss, Mrs. and Granny 
Great Britain, 1954.” Each will 


receive a prize worth 25 
and an — to the 
dinner. 


September. 


_ guineas 
journal's 
in 


ADVERTISER'S WEEKLY 


The first issue of Good Eating, 
to be launched on July 15 by 
Sidney J. Mate Ltd., will include 
an introduction by Dame Caroline 
Haslett, a member of the British 
Electricity Authority. 

at 

The July issue of Mechanical 
Handling will be an enlarged special 
number giving a complete report of 
the fourth Mechanical Hand 
Exhibition and Convention pe 

the journal at Olympia. 


ok 

In July British published 
by Associated Iliffe Press, will 
celebrate its 25 years of publication 
with a special issue showing how 
plastics have developed. The issue 
will be enlarged to almost twice its 


Argus Press claim to have devised 


mechanical display 


a new form o 


; to advertise The first 
<a 2 a display features sc Russell hold- 
ing a Stic w is movable 
bate ocr a rcNsrs is Sous ad “auras “the attention of 
agricultural journalism with the passersby "by tar ea . pay os 
production of two special issues “© y 


picture frame portion is Race 
so that the current issue of the 
journal can be inserted. 


covering the Royal Highland Show 
at Dumfries, with 52 es. Extra 
editions of the June 26 issue were 


published during the Highland Show ee . 
giving full reports and pictures of The publishers of Colliery 
each day's awards. Guardian and Water and Water 
* * * seeeanng are onal launch : 
Three greatly enlarged issues of October a new ithly journal, 
the fortnightly wer Laundry Process Control, Price, 2s. 6d.; 
& News (Asso- page om, £25. 
ciated Iliffe Press) will cover the . + 


Laundry, Dry-cleaning and Allied 
Trades’ Exhibition at Olympia 
from July 8-17. A 

ok 


+ 
Xe Rgtsen 6 on Ltd. 7 
been Sioned” Tribune ondon = or 


a oo 
te tee a Flea 


The Rove Show number of The 
Times Agriculture Review will be 
published on Tuesday. It will con- 
tain a variety of articles on pedigree 
stock breeding, farm mechanisation, 
developments in agricultural science, 
market gardening and overseas 
farming. 


They’re all in! 


GOWLLANDS LID HUN rep 


VN Oo tend Studies MALLINSON'S 


oritinn POPUL VR 
PHOTOGRAPHY 


This outstanding new magazine of modern camera technique has been 
widely welcomed throughout the 

With its full colour section every month, and full colour facilities for 
advertisers, it will form a dominating new medium for all wishing to 
reach the modern camera enthusiast. 

If you have not yet had S Ss sate Gotalls of ite CHESTER now 
medium, write or ‘phone today, tor>— 


im Sumance 


cn 


Magazine Advertising 


LIMITED 


244, Salisbury Square House, Fleet Street, London, E.C.4 
Ring CENeral 1152/3 
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which closed at Olympia, London, . 
on Saturday after a 10-day run. A dade | 
Inquiries were 30-40 per cent up. se ecalll . . 
Two county ye nay A news- ; "Adal VE a) 
papers, the “Yorkshire Gazette,” | - 4 
established 1772, and the “York- as a. 
shire Herald,” established 1790 7 = =~ 
are combined as one journal “xk hp — . 
under the title of “Yorkshire - ———— are 
week's le ps: 
The combined is being re EN TIME . 
— and published at 9 Coney 
Cireet,  York—the “Yorkshire Ss 4 
Herald’s” plant. 
The “Yorkshire Gazette” was br 
, iously produced at Darling- om 
Ce te the North of England a 
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T.G. Scott & SonLtd 
for 


HONEYWELL; BROWN 


Moenatte 


manufacturers of 


ElectroniK Potentiometers 
ndicating & Recording), 
erential Converters & 
Associated Receivers, Mod- 
ulating Control Equipment, 
Protectoglo Combustion 
Safe d Equipment, to 


Saat eemtetaties ; 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.! 


FOOD MANUFACTURE Is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manufacture 


LARGEST 
PAID 
CIRCULATION 


fm the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 


9 EDEN 8T + LONDON + N.W.1 
EUSton 5911 


agents for a “develo 


South coast. 
features, will follow. 


ON OE aE 


‘USED-CAR WARRANTY 
oon twyer 


CORPORATION iTO 


One of B.M.C. used-car guarantee 
scheme advertisements. 


Service to launch 
BMC campaign 


Service Advertising Ltd. are launch- 
ing in the near future a_large- 
scale campaign for the British 
Motor Corporation's hand 
car guarantee scheme. 

The B.M.C. were the first to an- 
nounce their Ls for the 
scheme. Service Ltd., 
now handling the account, state 
that the eure will run 
7 —— le outdoor “fisplay 


Both. oy national dailies and week- 
lies and a considerable number of 
ovincial papers will carry 

iH in. triples explaining the 
scheme, which covers cars manu- 
factured by Austin, Morris, Riley, 


Wo and M.G., the members 

of the B.M.C. 

“At a Glance” guide is on 
page 676 


Washing machine 


Wilkins & Mitchell Ltd. have 
launched a national advertising cam- 
paign for their Servis Superheat 
washing machine, Theme of the 
campaign is a price cut of over 10 
vy cent made recently. 

Advertising Service 


Lid. are the 
agents. 


CPY handle new margarine: 
Van den Bergh surprise 


& Sons Ltd., of Liverpool, are launching a new 


pment Berghs 
This new product is believed to be another margarine—Van den Berghs 
Ltd. already produce and distribute Stork and Echo—but neither the agents 
nor their new clients have issued a further statement. 
Plans are now being completed for a comprehensive test campaign for 
Rex, which will take , oa in the near future in either London or the 
large-scale national campaign, with some ah. 


Bibby’s are also the makers of Trex cooking fat. 


US praise for 
Luxembourg 


radio star Doris 


OT his will be the first time a 
British yy has secured 
the services of Doris Day for “live” 

Radio Luxembourg programmes. 
Hanovia Ltd. state that the 
successful negotiation of her con- 
tract is largely due to the fact that 
her American agents are now 
“satisfied that Radio Luxembourg is 
an effective medium for the pro- 

motion of gramophone records.” 

Hanovia Ltd. Pi : ym ¥ - 
arrangements dio 
Luxembourg 1 direct, but their 
other advertising is in the hands of 
Advertising 


1954 breaks records 


the campaigns which are 
making this the most important 
ear yet in advertising for Ingersoll 
td. is the one breaking shortl 
for the new men’s 5-jewel watch 
which retails at 42s. 6d 
T. Garland A 


Service 
Ltd. have prepared the campaign. 


Nearly a mile of neon and 
fluorescent tubi 
in this Coca-Cola sign which is 
being erected by Claude-General 
Neon Lights Ltd. in Piccadilly 
Circus. It will be ready next 
month, 


Announcing the sign, S. H. Combe, 
chairman of Watney Combe Reid 
& Co., Ltd., said that time and 
money will be needed to expand 
the market for Coca-Cola in 
Britain, and the new sign followed 
the completion of plans for the 
marketing of Coca-Cola. 


Mr. Combe was speaking on behalf 
of Coca-Cola Southern Bottlers 
Ltd., a subsidiary company of his 
own organisation, and one of the 
nine firms distributing the drink 
in this country. The Coca-Cola 
sold in Britain is not imported 
from the U.S.A., but is produced 
in this country under an agree- 
ment with the Coca-Cola Co. 
The product is bottled locally and 
employs British labour, materials 
and capital, and the profits from 
the wholesale sales are the British 
bottlers’ profits. 


A cartoon film, posters, filmlets 
and full pages in colour in weekly 
magazines have already appeared 
for Coca-Cola, but London 
Press Exchange » the agents, 
are not planning any national 
newspaper advertising. 


‘We recommend Castrol’ series 


Backing the announcements of 
Castrol’s successes in motoring and 
other events throughout the year 
will be a series o of advertisements 
tying up with leading manufacturers 

ca 


rs. 

Agents for Castrol, Dorland Ltd., 
State that spaces ranging from 11 in. 
triples down to 6 in. doubles will 
be used in national dailies, evenings 
and weeklies. 

Theme of the ads, will be a car 
manufacturer's statement tha’, 
Castrol motor . # is a pe or 
recommended their 
Illustrations will te of old and rr 
models, Among the car manufac- 
turers participating are Vauxhall, 
Ford, Austin, Morris and Morris 
Commercial, Standard, Rolls-Royce 
and Bristol. 


price cut boosted 


A large-scale campaign will use 
large spaces in entlenal dailies and 
weeklies and women's magazines, 
backed by provincial papers in over 
50 of this country’s main towns. 
The machines will also be advertised 
oo, Holland and Switzer- 


tor every Roth Royce ws mace 


‘ rous-rovcee 4 
RECOMMEND (uso i 
—_w 


Rolls-Royce Ltd. are among the 
featured car manufacturers. 
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*DERBY IS CHOSEN 
i 


“THE COMMUNICATION OF IDEAS” 


A Study of 
Contemporary Influences 
on Urban Life 
by 
T. Cauter and 
|. S. Downham 


Jiswed by The Reader's Digest Association. 


“WORLD'S PRESS NEWS", Jume 18th, 1954. 

chosen as representative of the urban way 
of life in this country and because it is a typical 
industrial town of some 200,000 population, situated 
in the Midlands and therefore the best compromise 
between the differing habits of North and South. 
It had the advantage also of not being free from 
the special characteristics of a one-industry town 
or one either associated with a development area 
or with a university city, spa or festival centre.” 


DERBY EVENING TELEGRAPH 


R. H. PENNEY, Advertisement Director: 
NORTHCLIFFE NEWSPAPERS GROUP LIMITED 


163 QUEEN VICTORIA STREET, LONDON, E.C.4. can 6000 
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BUSH SIGNS LTD 
COVER THE SOUTH 


For SIGNWRITING 
PAINTED ADVERTS 
& ALL SIGNS 


= Worthing 


- Exeter 


Tel. 1288 


Tel. 55136 


yer ANY Size 


— 


(<n rr 


- 
97 SHIRLEY ROAD. CROYOOR 
A4GO1sCOmBE BI47-8 


Hi omEST GRATE 
CLEAN + (wane 
PAT T MANS? 


SPELDY SERVICE 
S EXPRESS 
Fiiviey 


“DAY-GLO” PRINTERS 


HARROW 
BILLPOSTING 
COMPANY 


spore 


Photographic Enlargements 
in all sizes up to 80 sq. ft. in one piece 
The Autotype Co. Led, Brownlow Ad. 
London, W.13 EALing 269! 


ALMOST EVERYBODY can ‘write’. Quite 
« few people can draw. Not many men 
can consort with a virgin layout-pad and 
beget fresh, new, virile angles and ideas 
for advertising presentations. 


: a 2MN 


114 Wigmore Street, London, W./ 


_ JA 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 


SCREEN PRINTED TO ORDER 


MODERN PUBLICITY SERVICE 
28 PRIESTS BRIDGE 
RICHMOND Rf 


OAD, S.W.14 
PROspect 8097. DAYGLO PRINTERS 


| SPA BRUSHES LTD. 
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CURRENT ADVERTISING AT A GLANCE 


Campaigns 


National 
campaign for summer snapshot 
competition (The Robert Freeman 
Co., Ltd.). 


JENOLITE LTD, using Birmingham 
dailies, weeklies and evenings, 
and London evenings’ classified 
columns for test campaigns 
(Allardyce Palmer Ltd.). 


TOPLET KNITWEAR LTD. using 
women’s magazines in September 
for autumn campaign (S.F. & 
Partners Ltd.). 


RIDING HOOD RED LIPSTICK 
(Max Factor & Co. Inc.) using 
6 in. x 3 and 4 in. dc. in Irish 
nationals, dailies and weeklies for 
Irish campaign (O'Keeffe’s Adver- 
tising Service Ltd.). 


TOP FORM (Wolsey Lid.) new 
boys’ socks, using Ny daily 
of Sunday papers (C. D. Notley 

). 


CASTROL MOTOR OIL using 
large and medium s5 s in 
national press throughout the 
year (Dorland Ltd.). 


JOYWULLY women’s jum ~d 
using women’s magazines ( 
rose Publicity Ltd., Derby). 


EVRON boys’ blazers and raincoats 
(B. Williams & Co., Ltd.) using 
129 provincial weeklies and dailies 
for “Back to School” campaign 
(Press & General Publicity Ser- 
vices Ltd.). 


ROBINSON’S BARLEY WATER 
CRYSTALS using Radio Times 
and trade press for summer cam- 
paign (C. Vernon & Sons Ltd.). 


SUNFRESH ORANGE SQUASH. 
Campaign extended to national 
weeklies and dailies following 

ovincial launchin (Colman, 
rentis & Varley Ltd.). 


HANOVIA LTD. using Radio 
Luxembourg (direct) and Radio 
Times, national weeklies, dailies, 
Sundays, and trade ines 
r - es & General Advertising 

td.). 


BRITISH MOTOR CORPORA- 
TION using nationals and pro- 
vincials for second-hand car 
guarantee scheme (Service Adver- 
tising Ltd.). 


WILKINS & MITCHELL LTD. 
using nationals, provincials and 
Continental papers to announce 


rice cuts in Servis Washing 
— (Cogent Advertising 
td.). 


CHEMICO, made by County 
Chemical Co., using Radio Times 


and nationals 
(Elliot Advertising Ltd.). 


and 


STEWARTS & LLOYDS LTD. 
using nationals for display spaces 
and company prospectus (Display 
—H. Raymond Morgan; financial 
—Sherion Barker & Sons Ltd.). 


SHEPHERD CASTORS (A. Ken- 
rick & Sons Ltd.) using provincial 
press in late summer campaign 
(A. N. Holden & Co., Ltd.). 


DAVENPORTS, beer bottlers, using 
hg press (Murray-Watson 


INGERSOLL WATCHES using 
large spaces in nationals and pro- 
vincials to announce new watch 
AS Garland Advertising Service 

yp 


Accounts 


NECKWARE LTD 
Dublin, makers of shirts and 
pyjamas, for O’Keeffe’s Advertis- 
ing Service Ltd. Large spaces 
for campaign in Irish dailies, 
Sundays and evenings. 


NEATA PRODUCTS (CHELTEN- 
HAM) LTD., manufacturers of 
ev. houses, coat 
coe ment, , for Longleys 

offman id” paign for 

magazines and national press in 
preparation. 


ANTARES 
typewriter). 


MEDICI 


“PARVA” (portable 
Public relations and 
trade press account for John 
Hurd Co., Ltd. Trade press 
campaign in ‘preparation. 


SEK TOILET ROLL. Public re- 
lations account for Gordon & 
Gotch (News and Information 
Division) Ltd. 

REX, new margarine made by J 
Bibby & Sons Ltd., for Colman, 
Prentis & Varley Ltd. National 
campaign follows comprehensive 
test scheme. 


JOHN BEST (LONDON) LTD., 
multiple meat retailers, for Reid 
Walker Advertising Ltd. London 
suburban campaign coincides 
with de-rationing of meat. 


SHEAFFER PENS LTD. for S. T. 
Garland ‘4-2 Service Ltd. 
Campaign in near future. 


PORT WINE TRADE ASSOCIA- 
TION for G. Street & Co., Ltd. 
New co-operative port campaign 
commences in early autumn, using 
national and provincial press, wit 
window display tie-up. 

FLOWER’S BREWERIES for 
Young and Rubicam Ltd. Details 


of new campaign under consider- 
ation. 


Children are badgering 
peen + «+ Parents are 
jgering shopkeepers. 
suppliers are badgering manufacturers... olf 
for products presenting RODEN badges. Soon 

manufacturers will be approaching YO 
tell them more about this up-to-the-minute 
means of Ly Promotion. Then get in touch 
badge experts. 
Samples ond Prices sent on request 


Alernep oven 


AND SON LIMITED 


55 HATTON GARDEN, LONDON, E.C./ 
Pws 


Tel.: HO 0139 


* S.W.19. 


* 
ad. mgr. \ 
blows up ee YS 


. ».» and pats he@d of Account 
Executive, who thought of 
en olf advertising balloons. 
publics always before the 
blic’s eye, reminding . . . selli 
aan. Your’ ‘Gartex 
order is printed to sell your 
product. For details, B -4. 
Sales office Young Ar 
Rubber Co., Ltd. 1241 
Haydons Road, Wimbiedon, 
LIB 6281-5 
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APPOINTMENTS VACANT 


SENIOR 
IDEAS MAN 
FOR 


NEW ZEALAND 


llotts, oldest and largest Agency 
in the Dominion, require a first-class 
ideas man at their Head Office in 
Wellington. Someone earning a 
minimum of £1,000 annually today 
and capable of working out basic 
campaign ideas. 

He should be a good copywriter 
who can do understandable scribbles 
for translation by layout men; or a 
good visualiser who can write 
‘lead’ copy for others to put into 
final shape. 

Successful applicant will settle in 
@ young country with high living 
standards where children’s educa- 
tion is good and costs little. Fare 
to New Zealand will be paid. 

Write, sending specimens together 
with details of age, experience, i 
fications, etc., to: 


J. LOTT LTD. 


Piccadilly House, Regent Street. 
London, S.W.1 


PACKAGING AND SHOWCARDS. 
Assistam Designer required, must be 
neat letterer able to carry out first-class 
finished drawings. Specimens and de- 
tails of past experience w Mrs. Sandi- 
lands, c/o W. M, de Maio, 33 Jubilee 
Place, S.W.3. 


Applications are invited by a well 
known Company of Gas Appliance 
Manufacturers in the Midlands for 
the position of 
Advertising and 
Publicity Manager 


Knowledge of the Gas Industry 
not essential, but highest qualifica- 
tions in copy writing, display 
advertisement and printing pro- 
cesses necessary, with 
connections in Press circles. 


Details to: 


Box 7859 
Advertiser's Weokly 180 Fleet St EC4 


LIVELY MINDED YOUNG VISUAL- 
ISER with quick grasp of essential 
selling points required to augment the 
creative section of a busy Agency 
Accounts are mainly con- 

needing direct and clear-cut 


studio 
sumer, 
presentation. 


Co-operative colleagues. 
Five-day week 


Holidays this year 


Write or ‘phone, Art Director, Reid 


Walker Advertising Ltd., Salisbury 
Square House, Fleet Street, E.C.4. 


PUBLICITY 


Experienced man, 25 to 35, as 
manager for special promotions 
and publicity sought by national 
advertisers. Post offers wide oppor- 
tunity for exercising talent and in- 
genuity in retail promotions and 
national publicity. Background 
knowledge of national advertising, 
sales promotion essential, specia- 
lised knowledge of publicity and 
public relations advantageous. Send 
full details to : 
Box 7867 
Advertiser's Weekly 180 Fleet St EC4 


WANTED, 3s. per line, 358. per panel inch. All other 
pe yy ty SE A Mauteem, 3 tines. ‘Bon ee. 
charge, one line plus 9d. covering postage, etc Series rates on application: all 


advertisements ander seven insertions MUST BE PREPAID. 
Weekly,” 180 Fleet Street, London, E.CA. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 
; = answering 


Would we suit each other? 


Bensons are always on the 
look-out for people with a zest 
for their work. If you're really 
interested in the mechanics of 
production; if you want a job 
with scope and responsibility, 
S. H. BENSON LTD., KINGSWAY HALL, W.C.2 


and a good, progressive salary; 
if you have an orderly mind, and 
mean to get on; and if, finally, 
you are between 20 and.25, with 
Agency experience— 

Write about yourself to 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


FREE INTEREST. We need an Adver- 
tising Salesman for export —— The 
right man will get an interest free. 

Box 7880 Ad. Weekly 180 Fleet St BO4 


experienced Production Assistant, man 
or woman, age about 30. Write giving 
full details of past experience, eic. 

Box 7931 Ad, Weekly 180 Fleet St ‘pcs 


AN ASSISTANT 


aged sbout 20/21 required for Medie 


Sound opportunity for 


Depart: Able 
FIRST CLASS sab coneutil, tas be neal as Gea 
Write at once stating experience and salary 
LAYOUT MEN || | ici" 
HOPWOOD OF MANCHESTER have two Advertiser's Weekly 180 Fleet St EC4 


CAN WOMEN 
WRITE COPY ? 


From its 35 years’ experience 
this well-known London Adver- 
tising Agency knows that some 
of them can. And it needs one 
urgently—to work on some 
famous and interesting national 
accounts. 


If this vacancy interests you and 
if you are between 20 and 30 
years of age, with at least two 
years’ experience as a copy- 
writer in an Agency or Publicity 
Department, please send con- 
cise details of your age, back- 
ground, education, experience 
and salary required to the 
Creative Director : 


Box 7966 
Advertiser's Weekly 180 Fleet St EC4 


vacancies for layout men who are 


capable of producing high quality 


ARE YOU A YOUNG MAN (aged 18- 


21) with a flair for layout? If so, 
and you are eager to gain further 
experience, an opportunity exists in 
the London Advertising Office of a 
large engineering company. Apply, 
giving details of education and qualifi- 
cations to 

Box 7985 Ad, Weekly 180 Fleet St BC4 


layouts for both press advertising 
and print publicity. 
The men we require must possess 
originality of ideas, must be adapt- 
able and versatile, with sound 
knowledge of typesetting. 
Permanent appointment and good 
remuneration to selected applicants. 
Reply in confidence, submitting a 
few examples of werk (which will 
be returned) and state age, experi- 
ence and salary expected to:— 
Art Director, 
Messrs. W. Hopwood & Co. Ltd. 
67a Mosley Street, MANCHESTER, 2 


TECHNICAL ARTIST required for illus- 
tration of technical instruction manuals 
on acronautical instruments and equip- 
ment. Must have previous experience 
and be able to prepare perspective 
drawings from manufacturing prints 
Engineering training and experience in 
retouching preferable. Good salary 
appropriate to experience. Pension 
Scheme Apply with full details of 
expericace, salary range and samples 
of work, quoting No. 1487, w Per- 
sonnel Manager, Sperry Gyrosco pe Co., 


Accounts. 


i Oe West Road, Brentford. accordance. The above man’s assistant 
could also find himself a niche in the 
ADVERTISEMENT “ "he isati 
MANA royds”’ organisation, 
REQUIRED 
tor monthly sa nage” covering all Write or phone for interview 
ps. 
16 West Central Street, London, W.C.1 G. Ss. YDS . 
yo  — 160 PICCADILLY, W.1 Telephone Hyde Park 238 


End Agency; fully experienced and 
not more than 25. Pull details of past 


experience to 
Box 7930 Ad. Weekly 180 Plet St BC4 


royds 


PRODUCTION 
DEPARTMENT 


offers an opportunity to a man aged 25/ 
35 to take charge of the blockmaking, 
typesetting, progress and copy detail of 
an interestingly varied group of National 
The position provides scope 
for the talents of a fully experienced 
Agency man and the pay will be in 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


LAYOUT MAN 
VISUALISER 
TYPOGRAPHER 
Small but rapidly expending Agency hand 
ling netronel requires exper cI 


oll rounder, able to create slick presentation 
roughs end follow through with practical 
layouts end type mark-ups. Sound working 
knowledge of type essential. Good selery 
wails the right man. Holiday arrangements 

respected. Reply in confidence to; | 


Managing Director 
Box 7068 
Advertiser's Weekly 180 Fleet St EC4 


arranged this yea 
hon 9909 Ad. Weekly 180 Pleet $: BCA 


wanted for busy 
Advertising 
Experience of direct mail, sales promotion 
ond Preperation essential Ability 
to write , persuasive copy more im- 
portant then flights of fancy. Sound know- 
of dep | routine an ad ag | 
Write stating salary required to: — 
ADVERTISING MANAGER 
PLATERS & STAMPERS LIMITED 
Prestige House, 14-18 Holborn, London, £.C.1 


oppormnity w 
salary offered. ye a8 arranged. 
Hon 7908 Ad. Weekly 100 Peet St BCA | 


Cs | CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


engagement of persons answering these advertisements must 


il 
! 
i 


DTV 


have vacancy for young (and practical) 
VISUALISER, with agency experience, 

in group handling fashion and engineering 
accounts—national and trade. 

Write for appointment giving brief particulars 
and salary required to Art Director 

Dudley Turner and Vincent Limited 

19 Buckingham Street Adelphi London WC2 


> 


EXHIBITION EXECUTIVE is required, 
with wide experience in the problems 
of organising stands at leading tech- 
nical exhibitions, He must have a good 
administrative background with recent 
experience in buying exhibition 
material, briefing designers and con- 
tractors, and controlling costs, This is 
an absorbing opportunity for a man of 
the right calibre c_t wide prospects of 

strict 


projects. 
Write in confidence to 


LAMBE & ROBINSON LTD 
have a vacancy for a 
MEDIA 
RESEARCH 
EXECUTIVE 


who will be an important member of the Cam- 
paign planning team. The applicant should have 
the ability to evaluate data on all media and be 
able to formulate plans for media research 


The Managing Director 


LAMBE & ROBINSON LTD 
SCEPTRE HOUSE, 169 REGENT STREET, LONDON, W.! 


confidence 
age, very full dotaile a experience, and 
salary eet, to 
Box 7946 Ad. Weekly 180 Fleet St BC4 


LONDON 
ADVERTISING AGENCY 


specialising in engineering accounts 
wishes to appoint a good executive 
who is used to responsibility. 

if you have some engineering back- 
ground, can produce ideas, write 
good copy and administer contract 
details we shall be glad to hear 
from you. 


Write details of experience, age and 
salary required to: 


Box 8003 
Advertiser's Weekly 180 Fleet St EC4 


= IS NO ORDINARY VOUCHER 
Man required who is keen on 

, ~~ interesting full colour adver- 
Usements, x. able to — records. 
Agency perience is important, 
Five-day “reek, Weamianer. Please 


write to 
Box 7873 Ad. Weekly 180 Flee: St EC4 


WRIGHT ARTS LTD. 
Urgently require competent and 
sppanenees Artists in all branches 

their studio. Apply by letter 
or ‘phone. 
STUDIO MANAGER 


WRIGHT ARTS LTD. 
49 Old Bond St., W.1. MAYiair 1940 


June 24, 1954 


APPOINTMENTS VACANT 


Experienced 
Production 
Executive 


Required at once a neat, meth- 
odical and competent assistant 
in the Production Department 
of a medium-sized Advertising 
Agency in Central London. 

Only those actually experi- 
enced in all phases of the work 
and really capable of handling 
accounts in conjunction with 
other departments in the Agency 
for the successful production of 
clients’ publicity, need apply. 

Holiday could be agreed. 
Write fully in confidence stating 
salary required. 

Box 7981 

Advertiser's Weekly 180 Fieet St EC4 


SALES PROMOTION MANAGER. 
Littlewoods Ltd. invite applications for 
an energetic Sales Promotion Manager 
for their Chain Store Division. Appli- 
cams must have sound all round and 
up-to-date experience of retail selling 
methods, the ability to produce alli 
types of forceful sales promotion 
material and to plan effective window 
and imerior displays. This is an exec- 
utive appoinument giving full scope to 
the development of original ideas. 
Based on London but frequent visits wo 
stores throughout the country will be 
necessary. Good salary and prospects: 
life assurance and pension scheme, five- 
day week, Applications must give age 
and full details of education, experience 

Personne! 


. (Chain Store 
sion), Waterloo Buildings, Cases Street, 
Liverpool, 1, 


ARTIST /PERSONAL 
ASSISTANT 
required 


20, having completed National Service 
- with . wi 

be required to prepore -stm for press and 
leaflets and aiso be responsible for main- 
taining advertising records and vouchers. 
An axcellent opportunity to get » thorough 
advertising background and with consider: 
able scope tor int. Write with full 
details of career and salary required to: 


Box 8004 
Advertiser's Weekly 180 Fleet St EC4 


ING ASSISTANT required by Sales 
os Advertising Manager of London 
and marketing 
——- distributed household specia!- 
ities. A man of ideas, with abilixy w 
= ~ quick roughs, including copy, 
display material, leaflets, press = 
and sales letters will suit this job if he 
also understands 


CTION ASSISTANT | mar 
required in Advert 


Weekly technica! journal published in 
London. Typing (mo shorthand), ex- 
proofs, 
vouchers and records essential, Five- 
details 


experience, 
Box 7995 Ad. Weekly 180 Fleet S BCA 


Phone your Classifieds to CHA 8844 (Ex 25) 


tising and printing. Please 
experience, giving all relevant details 
and state age and salary required to 
Box 7997 Ad. Weekly 180 Flee: St BC4 
SPACE REPRESENTATIVE required wo 


rite 
Box 8000 Ad. Weekly 180 Fleet St BC# 
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APPOINTMENTS VACANT 


Growing 
South Yorkshire agency 
requires 


with genuine creative ability 
capable of controlling studio staff 
and providing lead on presentation 
ideas and quality of work. Must 
heave sound knowledge of typo- 
graphy, press advertisement, and 
print design and reproduction tech- 
niques. High standard of finished 
work for black-and-white and 
colour. Will join hard-working, 
happy team in pleasant working 
conditions. Work on wide variety 
of accounts with accent on tech- 
nical. Salary £650 per year, or as 
arranged according to experience 
and ability. Write giving details of 
age and career to date, enclosing 
| specimens (which will be returned) 
to:— 


CTION ASSISTANT required for 
West End Technical Agency. Know- 
ledge of block ordering essential, print- 
ing an advantage. Five-day 
won arrangemenis will be honoured. 
rite 
Box 7996 Ad. Weekly 180 Fleet St BC4 


SALES 
REPRESENTATIVE 


Required by well-established 
producers of Industrial and 
Commercial films. Successful 
applicant must be used to top 
level contact, and experience 
or knowledge of industrial 
sales and other problems will 
be an advantage. The field of 
production covers: Films for 
promotion of Ex and Home 
trade, Industrial prestige and 
propaganda umentaries, 
Training general instruc- 
tional, Scientific, Educational 
and factual. An opportunity 
with prospects for a live 
and keen Representative to 
grow with expansion plans 
now in ration to later in- 
clude Television programme 
production. 


Write fully to : 


Box 7990 
Advertiser's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


Mil G iffin 


ROTAIR EXPANSION OFFERS 


3 EXCELLENT OPPORTUNITIES 
‘s rapidly expanding creative Studio urgently 
requires 


1. GOOD GENERAL ARTIST 


to produce first-class roughs. 


2. CARDBOARD CUT-OUT CONSTRUCTOR 
3. STUDIO JUNIOR 


In order to get the right people IMMEDIATELY we are prepared 
to pay top rates. 


Please write stating salary required to the ART DIRECTOR. 


THE MILES GRIFFIN CO. LTD. 
4 SEATON PLACE, HAMPSTEAD ROAD, N.W.1. 


semi-finish for 


variety of accounts makes the work ex- 
} ed interesting and varied. Salary 
men. 
giving full particulars of 


experience to 
Box 7973 Ad. Weekly 180 Fleet Si BC4 


per annum for first 
Write 


A Large 
International 
WEST END AGENCY 
requires an assistant to an Account 
Executive. Applicants, aged 20-25, 
whose National Service should be 
completed, should have had approx- 


CLERK (young man) required by 
known old-established London firm of 
highest standing 


well- 
Permanent position. 


Pive-day week. Applicans mus have 
done National Service or be 

Reply in 
strict 


exempt. 

own handwriting giving in 
full particulars of age, 

and salary required 
Adve., 


Secretary, Box 7500, Pros-Smith 
64 Finsbury Pavement, B.C 2. 


ASSISTANT TO PUBLICITY 


MAN- 


AGER of rapidly expanding radio and 
television organisation required at Head 


Office in Swindon, 
outs for press advertisements, 


Experience of lay- 
leaflets 


and brochures, etc., desirabic. Artistic 


ability essential. 


D.A.A, an advantage, 


Good salary and excelient prospects to 


suitable applicant, 


Full details of age, 


education, and experience to: Publicity 
Manager, Relay Exchanges Lid., 158 
Rodbourne Road, § m. 


APPOINTMENTS VACANT 


ADVERTISER'S WEEKLY 


RUSTON 


require another key man 
in publicity 


if you are a visualiser-layout man 
of some years’ experience. . . if 
you have sound knowledge of type 
setting and the ability to plan 
technical catalogues to a practical 
and contemporary design... if 
you can also take in your stride the 
responsibility of methodically pro- 
gressing work through blockmakers 
and printers 


this may be your opportunity to 
become established in a really worth- 


Write in confidence to: 
Employment Manoger 
RUSTON & HORNSBY LIMITED, LINCOLN, 


. ASSISTANT 
Female) to Adverti “ 
quality publications lateresting pro- 
gressive post. Applicant must be able 
to do general secretarial work, Suc- 
cessful applicam will be on ong to 
commence ~4 in July. W 

full particulars 

Box th Ad. Weekly 180 Fleet St BCA 


(Male or 
A of 


imately 2 years’ agency t 
Salary according to ability and 
experience. 
Write, giving details of experience 
and salary required, to: 
Box 8013 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR F 


ASHION ARTIST. 
tunity occurs for talemted young lady 


to join commercial studio to twain in | 


fashion drawing for reproduction. 
Box 8002 Ad. Weckly 180 Pleet St BC4 


CREATIVE COPYWRITER 


Box 7991 
Advertiser's Weekly 180 Fleet St EC4 


VERTISING ATIVE 
for established trade weekly. Oppor- 
tunity for promotion. State age, cx- 


perience and salsry required. 
Box 7971 Ad. Weekly 180 Fleet St BC; 


ACCOUNTS. Advertising agency has a 
vacancy for lady invoice typist with 
knowledge of book-keeping. Good at 
figures. Holiday arrangements honoured 
Telephone for appointment: 
7287 


EXPERIENCED RETOUCHER required 
by London Swdio. Must be capable 
of handling a variety of subjects. 
Reply stating experience and salary 


required to 
Box 7976 Ad. Weekly 180 Fleet St BC4 


AMERICAN MAGALINE 
requires secretary with shorthand, 
typing knowledge of dealing 
with advertising contracts and copy. 
Good telephone manner and smart 
appearance essential. Excellent 
working conditions in West End 
offices. 

Write : 
Box 7992 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG A 


RTIST required for Publicity 
Departmen of major film distributors. 


Also Junior Assistant for Production 
and Layout . Pull details, salary 
required to 


Box 7998 Ad. Weekly 180 Fleet St BC4 


TOP FLIGHT 


VISUALISER 


WANTED 


An opportunity arises for a really first class 
visualiser to work on really good national 


accounts, such as Ponds, Vaseline, Fry- 


Cadbury, Cutex, 


Pye and many others. 


A commencing salary of £1,500 p.a. will 
be paid to the right man and there are ex- 
cellent prospects of further advancement. 
Please reply giving full details in strict 


confidence to :— 


The Managing Director 


ARKS LTD. 


16 HARCOURT 


DUBLIN 


STREET, 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT @ 


THE METAL INDUSTRIES GROUP OF 
COMPANIES is seeking ADVERTISING and 
PUBLICITY PERSONNEL to staff a new 
GROUP PUBLICITY DEPARTMENT to be 


A tions are invited for the 
fol toe 


mg vacancies : 

1. GENERAL ARTIST with all- 
round experience in design and 
production of finished art work for 
press advertising and printed 
publicity matier, Modern approach, 
a and asic industrial 
outlook a ons 

. JUNIOR "ARTIST with eis 

press and print layouts and 
roughs, lettering and adaptations. 

. COPYWRITER able to produce 
200d selling and descriptive copy 
in press advertising and sales pro- 
motion matier for a wide range of 

engineering products and servi 

4, COPYWRITER / JOURNALIST 
with a flair for industrial editorial 
publicity, a nose for news and the 
ability to pare and place read- 
able publicity mauer in the 

general and wade press. 

5. RECORDS ASSISTANT with 
practical experience of schedules, 
media records, satistics, basic 
records (preferably agency), etc. 

Congenial working conditions ; con- 

webetery pension scheme; five-day 

wee 

Applications, in writing only, stating 

age, experience and salary required, 

in confidence, to: 


Group Personnel Officer, 


METAL INDUSTRIES LIMITED 
Victoria Station House, LONDON, S.W.1. 


~ 


— 


| 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


COLMAN, PRENTIS and VARLEY 
EXPORT LIMITED 


ASSISTANT ACCOUNT EXECUTIVE 


(under 30) with experience of export 
advertising and marketing. 


Write giving full details to 
Staff Director 


COLMAN, PRENTIS and VARLEY Ltd. 
34 Grosvenor Street, London, W.1 


LAYOUT ARTIST. First class man re- 


requi Holidays as 
a4, Write fully including salary 


required to 
Box 7910 Ad. Weekly 180 Fleet %& BC4 


VERSATILE PRODUCTION MAN re- 
quired, welleducated, and interested 
in dealing direct with clients. Rough 
layout and creative flair useful, Pro- 
gressive Opportunity in small but active 
agency. Age eopest. 25-30. State age 
and salary require 
Row 8001 Ad, Weekly 180 Fleer St BC4 


A VACANCY EXISTS FOR AN 


ADVERTISEMENT 
REPRESENTATIVE 


in the London eres to sell space in an 

established publication of unusual interest. 

Essential qualifications are « wide know: 

ledge of the engineering industry and 

contact with the principal Advertising 

Agencies. Full details of experience and 
income required to. 


Box 8012 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SALESMAN, Experienced, with 


good sales record for eniertainmen 
magazine. First-class opportunity, Full 
dewils etc., to 

Box 8009 Ad. Weekly 180 Flee: St BC4 


WHITELEYS of BAYSWATER 
require an experienced 


Senior Production Man 


This is a permanent position and 
offers to the right applicant, i.e., 
one who has a good all-round 
experience of store advertising, a 
great future. Staff Canteen. Liberal 
Discount on purchases in the store 
Applications should be made in 
writing, stating age, experience 
and salary required, to: 
Staff Controller 
WHITELEYS 
Queensweoy, Bayswoter, W.2. 


SPACE SALESMAN required for local 


media in South West England. This 
is a permanent and progressive position 
for a man with the right experience in 
this area. Salary, commission, travel- 
ling and hotel expenses. Apply with 
full particulars. 

Box 8011 Ad, Weekly 180 Fleet St BC4 


A VACANCY OCCURS in the Produc- 
tion Departmen of a well-known and 
leading London House of Publishers 
for a young man having finished his 
National Service. Good at figures 
essential and a slight knowledge of 
process block making would be desir- 
able Please state age, salary 
required and full details to 
Box 7975 Ad. Weekly 180 Fleet St BC4 

PRESS CUTTINGS. A _ leading City 
Advertising Agency requires energetic 
and capable man, age not exceeding 
45, w take control of busy Press 
Cutting department. This is a perma- 
nent position for the right person. 
Holiday this year by arrangement, 
Write stating age, experience and 
salary required to Box A.W.895, c/o 
191 Gresham House, 2. 

THEATRE DISPLAY SALESMEN re- 
quired immediately, previous experience 
calling on shops an advantage. Ex- 
cellent commision, plus part expenses. 
Must travel the country. Ring 
GERrard 8351 

ROTAPRINT R70 OPERATOR = rec- 
quired for Publicity and Circularising 
Departmen, Export Merchants, prefer- 
ably completed National Service. 
Pension and Bonus Schemes. Phone: 
ABB 2466 


COMMERCIAL ARTISTS required by 
Manchester Agency. Ability to create 
good layouts essential. Excellent pros- 
pects for right men. Write with 
fullest details to 
Box 7972 Ad. Weekly 180 Fleet St EC4 


PS 


June 24, 1954 


| APPOINTMENTS VACANT 


LEADING 
LONDON 
AGENCY 


has vacancies for 
capable and efficient 
staff with previous 
agency experience as: 


1. Typographer 
and Layout 
Artist 


2. Print Buyer's 
Assistant 
Write, giving details 
of experience, age and 
salary required, to: 
Box 7967 
Advertiser's Weekly 180 Fleet St EC4 


WELL ESTABLISHED clectronic com- 


ponem manufacturers have vacancy for 
a man 20/22 im the advertising depart- 
ment: must have completed National 
Service and had at least one year's 
agency experience. Sales promotion 
work covers press advertising, technical 
catalogues and participation in major 
exhibitions, The position is permanent 
and in due course pensionable, and 
will provide first-rate experience for a 
young man who is prepared two work 
hard. Applications to state (in con- 
fidence) full details of education and 
experience with an indication of the 
salary expected. 

Box 7999 Ad, Weekly 180 Fleet St BC4 


BORO’ BILLPOSTING CO. 


require Shorthand Typist as assis- 
tant to Director's secretary. 
112, High Holborn, W.C.1 
TEMple Bar 2468 


PROCESS ENGRAVERS require cx- 
perienced Costing and Invoicing 
Clerk. Interesting progressive posi- 
tion. Apply with full particulars. 
salary required, ete., to Austin Miles 
Limited, 79 Lambeth Street, London, 
E.i. ROYal 7733. 


FIRST CLASS 
FIGURE AND LAYOUT ARTIST 


For the right man there 

standing and really progressive position 

vacant with an expanding London agency. 
Write giving full details to: 


Box 7983 
Advertiser's Weekly 180 Fleet St London EC4 


an oul- 


of capital equipment. 


in Scotland. 


AN ADVERTISING MANAGER 


with a working knowledge of practical marketing and a 
thorough appreciation of advertising’s role in the sale 


This is @ new appointment in a Scottish Company with 
world wide connections. To the man who is prepared 
to work while’ there is work to be done, who can think, 
plan and act on his own initiative, this company offers 
an appointment, the future of which is limited only by the 
ability of the man to do the job and fit personally into 
an existing sales and administrative team. Must be resident 


Full details of your knowledge and experience, together 
with your ideas of what you think such a job is worth, 
will be treated in the strictest confidence. 

Box 7917 


Advertiser's Weekly 180 Fleet St London EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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June 24, 1954 


APPOINTMENTS VACANT 


McCANN-ERICKSON 


ADVERTISING LTD. 


—_ eal 
invites application from 


ACCOUNT 


EXECUTIVES 


experienced in the 
Automotive and 


Starter Battery fields 


This is a senior position and 
applicants must be thoroughly 
experienced and capable of plan- 
ning campaigns, watching details 
and be thoroughly on top of their 
job. The successful applicant will 
work under the supervision of an 
Account Group Head. The posi- 
tion carries an excellent salary, 
and, in addition, the Company 
operates a pension and bonus 
scheme, 


Letters should be addressed to: 
GENERAL MANAGER, 
McCANN-ERICKSON ADVERTISING LTD. 
BRETTENHAM HOUSE, 
LANCASTER PLACE, LONDON, W.C.2. 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED Bl APPOINTMENTS WANTED 


ote 6a So 
present occupying position 

sma sovemnants COPORIEIRATIE 

with « leading Weekly Technical Journal 
SEEKS~A SIMILAR POST 

but, one with more responsibility which 

through drive and initiative would event- 
ually lead him to become an 
ADVERTISEMENT MANAGER 

iio bo conchae aaae <iaeet foeeacem, 

to have a Pleasant |, what is 

more important, pat ny body 

Box 7847 
Advertiser's Weekly 180 Fleet St EC4 


LETTERING 


ADVERTISEMENT 


LAYOUT ARTIST cx- 
perienced colour B/W, secks chane. 
Box 8010 Ad. Weekly 180 Fleet Si EC4 
MANAGER, long 
experience wade journals, secks change. 
Excellem record, 

Box 7977 Ad. Weekly 180 Fleet St EC4 


ACCOUNTS EXECUTIVE, good visual- 


iser and copywriter. Excellent know- 
ledge of production and costing; has 
valuable experience and background. 
Now secks change. Write 

Box 7978 Ad. Weckly 180 Fleet St BC4 


ARE YOU LOOKING FOR A 
COMPETENT ADVERTISING MANAGER ? 
still quite young but with 19 years’ all-round 
experience including agency, now respon- 
sible for Publicity and Advertising of a large 
engineering group—H so 

HE 1S LOOKING FoR YOU! 


Please write: 
Box 7970 Advertiser's Weekly 180 Fleet St EC4 


ARTIST. 


ROTAPRINT OPERATOR (Male or 
Female) for RK/L Machine, willing to 
sraduate to R.30/90 Machine in Pub- 
lictty Department of Large West Lon- 
don Builders’ Merchants Hours 9- 
5.30; 9-12.30 Sats. with one free per 
month. Pension and Bonus Schemes. 
Staff canteen. Write full details age, 
experience and salary required to 
Box 7974 Ad. Weekly 180 Fleet St BC4 

SPACE SALESMEN with proven records 
required by N.E. Co. for South and 


Midlands. Est. media, excellent com- 
mission, bonus, expenses. Write full 
particulars, 


Box 7986 Ad, Weekly 180 Fleet St BC4 


LAYOUT ARTIST 
for 
GROWING AGENCY 


Progressive opportunity for 
young man, 23 to 27, in London 
Agency (I.1.P.A.). 


Must have Agency experi- 
ence and be capable of competent 
Visuals and particularly Finished 
Layouts. Also intelligent Adapta- 
tions. 


Small, happy studio. 
Our Staff know of this ad- 
vertisement. Write: 
Box 7980 
Advertiser's Weekly 180 Fleet St EC4 


SKILLED CREATIVE 


i painting designs 
on commercial vehicles and similar 
work, secks situation. Write 

Box 8005 Ad. Weekly 180 Fleet St BC4 


COPYWRITER 
wants part-time job--one or two days 
a week--london or South. 

Box 8006 Ad. Weckly 180 Pieet St BC4 


DISPLAY TEAM OF TWO 
1. Display Maneger/Designer. Modern. 
— — Mende 2. Displey - 

penter Painter / He i”. b 
Long High M, 2 


sible. Suit go-shead Seles store, 
manutecturing company, etc. Have exhibi- 
tion designs, shop interiors, to credit. 


Box 7994 Advertiser's Weekly 180 Fleet St EC4 


MARKETING. Young 
Honours Degree (London "Daiversity> 
in Economics and Statistics, secks 
responsible position in Market Research 
or Marketing Department of Adver- 
tising Agency or Manufacturing Co., 
where initiative and mature judgment 
are called for. Prospects of greater 
importance than immediate remunera- 
tion. At present engaged in sales 
administration for nationa' distributor 
of petroleum products. 
Box 7987 Ad. Weekly 180 Flee: St BC4 
KEEN JUNIOR ARTIST, with some 
experience, secks = job in 
studio or agency Wri 
Box 7988 Ad. Weekly 180 Fleet St EC4 


as @ market , adle 
to produce short reports. Post would 
suk man or woman, age 25-30, wish- 
ing wo use knowledge gained in 


et i d Area Manag: e Large 
POSTER ADVERTISING COMPANY 
seeks post with firm where promotion is 
possible and where hard work is appreciated. 
Wide knowledge oT and C Penning Act, 
Hoarding C Sales M 
and Administration. 
Box 7993 Advertiser's Weekly 180 Fleet St EC4 


| VEISUALISER/ARTIST (figure) 


age 26, 
seeks progressive post. Five years’ 
studio, agency experience. 

Box 7948 Ad. Weekly 180 Fleet St BC4 


“HAND - 


available. The 


Wigmore Agency, 67 
Wigmore &., W.1, HUNter 9951/2/3. 


PERIODICAL PUBLISHERS who 
require an experienced manager to plan, 
produce and supervise advertisement 
— promotion by direct mail should 
write wo 


Box 7951 Ad. Weekly 180 Fleer St BO4 


FREE LANCE SERVICES 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


A real 
Opportunity for 
a recognised 


AGENCY 


Studio in provinces with clients of 
standing (substantial) just ready for 


SPACE SELLERS 


Free-lance Space Salesmen required 
for large group of Commonwealth 
trade and technical publications, 
for the following areas: 

1. Lancashire 

2. North East Coast 

3. Midlands 

4. Scotland 


Write, giving age, experience and 
particulars, to 

Box 7969 
Advertiser's Weekly 180 Fleet St EC4 


rec ti desires complete take 
over by 3 recognised Agent wishing 
to expand in an area offering ex- 
ceptional opportunities. 


Very good reasons for an unususl 
financial proposition. 


Principals only in strictest confi- 


Box 7984 
Advertiser's Weekly 180 Fleet St EC4 


A SMALL STUDIO can undertake extra 
work, specialising in Photograph Re- 
touching, high class work, particularly 
for Injection and Extruding Plastic 


Machinery. 
Box 8007 Ad, Weekly 180 Fleet St BC4 


CONTRACT OR SUB-CONTRACT 
Work required for full capacity of Marier- 
Meleurin sik screen — machine. 
Expert designers, mohers operator 


FEMALE 


THE “TAILOR AND CUTTER” i& 
interested in contacting « fashion 
artist for male fashion plates and 
drawings. to the Editor, 
Tailor and House, Gerrard 
Street, W.1 


FREELANCE OR EVENING WORK 
available for top-class lettcring man. 
South West London area. 

Box 7989 Ad. Weekly 180 Flee: St BC4 


SLICK VISUALS. Accurate typography 


for press and prim, Quick service. 
Box 8008 Ad, Weekly 180 Fleer St BC4 


VISUALISER /COPYWRITER 


(art work) requires free-lance work. 
Box 7982 Ad. Weekly 180 Fleet & ho 


Bon 7900 Ad. Weekly 180 Flees St BOS 


LAYOUT ARTIST (fix. Pig.) 
in folders and brochures, com- 


missions. 
Box 7801 Ad, Weekly 180 Fleet St BC4 


GREETING CARD 
ARTISTS & DESIGNERS 


Greeting card manufacturers 
wish to contact artists able to 
design attractive cards— 
Christmas, Birthday adhd 
Special Occasion—suitable for 
eral market. Novelty of 
ign and/or fold 
card particularly interesting, 
Roughs or artwork should be 
sent for consideration to 


A. MASON & Co. Ltd. 
207 ST. JAMES’S ROAD 
CROYDON - SURREY 


ACCOMMODATION 


SQUARE FEET available shortly 
at Quality Quality pa. | 
Chancery Lane, W.C.2, @ 
occupied by Crane Publicity Lid’ Can Can 
be viewed any time. 


VICTORIA Single room in 
important building with lift, careta 
ctc., to let on three-year agreement at 
an inclusive rental £75. Telephone 
fitted. “we 4 
Box 7937 Ad, Weekly 180 Fleet St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


SELWAY SIGNS 
480 SADLERGATE, DERBY. Tel, 46362 
SCREEN PRINTERS OF STANDING  — fxt, 1922 


TRADE OR TECHNICAL journal pro- 
fctors contemplating retirement are 
invited by expanding publishers to offer 
outright sale or imerest with view to 
future management, Sawell Pubtica- 
tions Lid., Ludgate Circus, E.C4. 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photwolitho or letterpress town 
photo-litho process plant). 


for wp figh 
figure artists. W. Artists’ 
Agem, 61 Bartholomew Close, £.C.1. 


PRINTERS 


SERVICE TO PRINT BUYERS 


LINCOLNSHIRE CHRONICLE 
Woeterside Morte North, Lincoln 
Telephone 


+ Lincoln 666 


ESTABLISHED, well-equipped 
firm of Printers with solid reputation 
for good class work and prompt 
service, has capacity for small monthly 
journals. Enquiries promptly attended 

Bishopsga 


write to Lynn & Co, 
lk 


ESTABLISHED WEEKLY JOURNAL 
desire contact Rotary printers able wo 
produce 24 pp.-72 pp. 4 pp. sep 
desirabic), Please write 
Bou 7979 Ad. Weekly 180 Fleet St BC4 


OFFSET LITHO PRINTING Por 
highest quality work, 
delivery dates and competitive 
try the West Yorkshire Printing 
Lid., Wakefield. London Representa- 
tive H Ridewer. 148 Strand, W.C.2. 
TEMple Bar 8103. 
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ADVERTISER'S WEEKLY TuHurspay, June 24, 1954 


Advertiser's 


S. a copy 

REGISTERED 52/6 a year 
9. G.P.O. AS A Post free 
NEWSPAPER 55/- (overseas) 


: ta . cluded H. A. Oughton, J. Rodgers, 
| r series M.P., lan Harvey, M.P., V. R. 
One of the bigor Watson (Erwin Wasey), D. A. Bain 
= verlising campaigns 14 POSt-war ad. (S. H. Benson), Brian MacCabe 
‘ SYening Newspaper fo, 4nnounce an (Foote, Cone & Belding), W. R. 
. tiducted by T we is being Balch (W. H. Gollings), O. A. 
¢ M. Scotland Yard a la Publicise Buckingham (Young & Rubicam), 


ri 


ADVERTISER’s WEEKLy 
Big drive for 
9 


onday, June 28 
/ film : 


ly t ec 
4s rating the ma ry 
t 
scoUland Yard m crime detection is 


on West End. 


Publications News and 


12-22 Bouverie St., London, E.C.4. 


JUNE 17, 1954 


Notes 


‘Phone : CENtral 5000. 


b b “ mi ; S$ PUBLICATIONS Ltd., at their office at 180 Fleet Street, London, E.C4 
ae © Oe 1984. Primed in England by Keliher, Hudson & Kearns Lid., 15-17 Hatfields, London, S.E.1. 


June 24, 


cinemas I : count A fol ‘ . ) , 

. tisine 1 Nsive out UNIS — fegeiee td ‘ va | D. A. Bain (chairman), Sinclair 
: and ieagludes bus Pv mgr adver-  Sohere t, to | Wood (Pritchard, Wood & Partners 
; iene bennret Posters, and hin Sites is being . ty Ltd.), Miss G. G. Thomas (Samson 
start; 1 ed in the | & Spaces cf , Clark & Co., Ltd.), H. C. Longley, 
© and “pete eat week, an Ocal press ai / W. T. Stevens, L. Graham Browne, 
ee The Selected Pecialist Im trade WwW. ? M. T. C. Francis. President and 

= x, {Mpaign will one Periodicals shrie UwichyY Hugh Appleton ex-officio 
doubi, d will include 4 Over five} ';,,; Map ” Announced there will be an in- 
sellers, -'"M Posters for agents nic} be f Wilkinson and Mrs. Wilkinson on 
“fi ilkinson and Mrs. Wilkinson on 
ti ‘ oof the Thursday evening at the Bir- 
’ Vechanivation tri Y r mingham Conference, a dinner and 
a Motor oe, ated dance on the Friday evening and 


STOP PRESS 


Agents Discuss 
Commercial TV 


Lord Derby gave a lunch to 
people interested in the introduc- 
tion of commercial TV. After a 
brief speech by Capt. L. P. S. Orr, 
secretary, Conservative Broadcasting 
Committee, methods of introducing 
new medium discussed. Guests in- 


A. N. C. Varley (Colman, Prentis 
& Varley). 


Committee organising LLP.A. 


Conference (see page 631) are: 


visits to famous beauty spots and 
places of historical interest w 
easy reach of Birmingham. 

(A full report of the luncheon and 
tributes to Mr. Oughton will appear 
in our next issue.) 


Dorothy Harris, manager of 
financial department, retiring from 
W. S. Crawford Ltd. at end month 
after 35 years’ unbroken service. 


Father's Day advertising on be- 
half of the Briar Pipe Trade 
Association was handled by 
Willing’s Press Service Lid. 


Henry D. x | joined Thomas 
Forman & Sons Ltd., Nottingham, 
as assistant to sales director. He 
was until recently managing director 
of Doig Bros. & Co., Lid., New- 
castle agents. 


F orty-cight-page survey on 
“Capital for the Commonwealth” 
to be included in this week's 
“Investor's Chronicle.” About half 
will be devoted to advertisements, 
many from overseas. 


W. J. Hargood, for the past nine 
years an account executive with V. 
Pethick Ltd., died on Saturday after 
a short illness. He was 66. 


A. 8. O'Connor & Co., Ltd., an- 
nounce new controlled circulation 


(Phone: Chancery 8844.) 
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